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STYLED to APPEAL 


eBroguish Types and Semi- Sports® 


Numbers to help increase your volume 





Friedman-Shelby All-Leather shoes 
are available this season in a much 


wider style range than ever before. 


With an ear to the increasing de- 
mand for Broguish types and Semi- 
Sports, Friedman-Shelby have created 
a selection of these types to satisfy 
this demand. 


As always—adhering to the strict 
ALL-LEATHER policy—the Friedman- 
Shelby line affords those dealers who 
stock these shoes an opportunity to 
increase their sales volume in a worth- 


while way. 


See the Friedman-Shelby line first! 
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CtCE OF THE hade 


COLLEGE life is no small part of 
the American scene. Colleges and 
high schools of this country will 
graduate a record total of 1,420,- 
000 students this year—says the 
Office of Education, Washington, 





The same appeal in advertising 
and promotion to the college boy 
and girl hits the high school grad- 
uate, just one step away scholasti- 
cally but in the same class sar- 
torially. Actually 170,000 get col- 
lege degrees and 1,250,000 . get 
high school diplomas. 

While we are on the subject, do 
you know that the National Youth 
Administration has given financial 
assistance to 326,600 students dur- 
ing the year, of whom 226,000 were 
high school pupils, 98,000 college 
undergraduates and 2,600 graduate 
students? 

Remember these points in the 
preparation of your opening cam- 
paign for the Fall selling season. 
It is not too early to plan your 
Fall promotion for as you buy the 
shoes, you should plan their sale. 
The opening of school theme is an 
approach. that never, never dies. 


FX. M. MAYFIELD, president of 
Scruggs-Vandervoort-Barney of St. 
Louis, Mo., said: 

“A Chinese scholar, in a book 
recently published in America, said: 
‘Perhaps I don’t understand eco- 
nomics; but, neither does economics 
understand me.’ 

“Well, I don’t understand eco- 
nomics enough, to see any reason 
why the American people should 
adopt a hopeless and defeatist atti- 
tude at the present time. This coun- 
try has passed through many a try- 
ing time and solved many a difli- 
cult problem. Is there any reason 
to suppose that the character, in- 
telligence and industry of the Amer- 
ican people will not be aroused to 

1 DON'T UNDERSTAND IT 
ANY WAY 





the solution of our present diffi- 
culties? 

“It is true that we have some 
serious problems now. They can 
probably not be solved by high- 
sounding words, technical phrases, 
over-optimistic speeches, or the en- 
actment of laws. They can be solved 
by common sense and hard work. 
America has to get back on the 
job of producing wealth.” 


[11] 


FRANK W. WHITCHER, the dean 
of the findings industry and peren- 
nially sociable to shoes and shoe- 
men, was given signal honor by 
the Ancient and Honorable Ar- 
tillery Company of Boston in its 





300th anniversary services _ last 
week. As Lieutenant of the Com- 
pany, he read an ode of his own 
composition—the last three verses 
paying tribute to the visiting com- 
pany of 85 members from London 
—i.e., 

“Joining hands in peaceful endeavor 

With the English speaking race, 


Marching forward, onward, together, 
Shoulder to shoulder at steady pace. 


“May the ties which bind grow stronger 
With our brothers over the sea, 

And may filial love become warmer 
For Brotherhood and Liberty. 


“May blessings come to every home 
And peace of the world obtain, 
God grant that the time may come 
When peace on earth shall reign.’ 
* * * 


THOMAS B. CORSON of Lynn, 
Mass., who paraded with the 
G. A. R. on Memorial Day, is the 
oldest retired Lynn shoemaker of 
record. He will be 98 on July 12. 


Ey 
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eB ACK SANDLER, president of 
A. Sandler—sport shoe specialist, 
says: 

“Proof that American ingenuity 
and workmanship can produce re- 
sults as good as those of European 
countries has been established dur- 
ing the past year. Public opposi- 
tion to certain foreign-made goods 
has brought calls and requests to 
American houses, such as ours, to 
imitate and copy certain foreign 
sport shoes that have been selling 
here for years. Volume orders by 
leading houses of our products are 
a standing proof of the ability of 
American workmanship to create 
specialties.” 

# * * 

WY. E. LAWSON, sales promotion 
manager of the Selby Shoe Com- 
pany and Edward Weiss, of Mc- 
Dougall & Weiss, Selby advertising 
agency, recently completed a swing 
around the southern circuit, visit- 
ing leading shoe stores and also 
attending the Southwestern Shoe 
Travelers Association show in Dal- 
las, Tex. 

“There surely is no sign of a 
recession in Texas,” was Mr. Law- 
son’s comment. “Merchants down 


there are confident and claim their 
business is 
mally.” 


running along nor- 








BRICK BOOTHY of the Ault-Wil- 
liamson Shoe Company, says: 
“One of the greatest needs of the 
corrective shoe business is now 
being answered and accepted en- 
thusiastically—i.e., shoes that are 
appealingly styled without chang- 
ing the basic and fundamental last 
and fit features. Women who wear 
corrective shoes need just as much 
style attention as the rest of the 


trade.” 
# we xe 


- @NE of the gayest shoes at the 
show and probably one of the 
“newsiest” was the “World’s Fair 
Shoe” 


in the United Shoe Ma- 
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NS 
CHARACTER 





—Good Will is one of the most valu- 
able assets that any business can 
have— 

—And Good Will is based on Char- 
acter—that more than anything 
else. 

—A prominent business leader re- 
cently said: 

“For generations Good Will has sup- 
ported many of our original businesses 
in withstanding severe tests, which have 
included political changes, inflations, re- 
cessions and depressions— 

"The ability of business houses to 
weather these many changes is to be 
seen only where character is evident, and 
that ability draws its strength largely 
from the character of the individuals 
who make up the concern." 

—Character in business is best evi- 
denced by honesty of purpose, 
fair dealing, a respect for the other 
fellow's rights, and loyalty to alll 
concerned. 

—Unfortunately we are living in an 
age when character needs consid- 
erable bolstering. 


g OEE Ray: aon 


President 





chinery Corporation’s rooms at the 
Hotel Statler in Boston. The upper 
is made of a gay colored handker- 
chief with the words “World’s 
Fair” emblazoned on it and trylons 
and perispheres. Since it has a 
24/8 heel, it will probably do well 
for advertising purposes but what 
about a shoe “to do the fair in.” 

It isn’t often that the men look to 
the ladies for style ideas. But look- 
ing ahead with the United Shoe Ma- 
chinery Corporation’s show shoes, 
we see wedge heels, platform shoes 
for men, which puts them in the 
“hot style” class—A more liberal 
outlook on men’s shoes is predicted 
for 1939. 

* * * 

A TEXAS shoe merchant, writes: 

“The shoe industry must retain 
the confidence of its customers. The 








fact is, all merchants must retain 
it; and it seems to me that business 
is slipping in this respect. People 
in business are doing a lot of funny 
things that are destroying confi- 
dence. I suppose it all comes from 
the fact that we Americans are 
salving our conscience and going 
to sleep. The recent issue of 
Readers Digest had a swell article 
on this very subject. You know, we 
go to the courthouse and render our 
taxes just as low as we possibly 
can, and we salve our conscience 
with the thought that we have to 
do it in self-protection, because the 
other fellow is doing it. So hun- 
dreds of thousands of Americans 
are being encouraged by an ancient 
governmental machinery to com- 
mence at an early stage to do some 
fine and fancy chiseling on their 
taxes, and thus, step by step, we 
begin to have a disregard for the 
other fellow and feel that if we can 
put one by him and it benefits our 
pocketbook, it is all O.K. Back to 
the old days, ‘The buyer beware.’ 
The old horse trading days. It just 
won't work, and we've got to snap 


out of it.” 
* * * 


AMES H. STONE, manager of 

the Boston Shoe Fair, says: 
“Looking back on the past three 

days or since Sunday, when more 





than one-half of all who made ex- 
hibits opened up their lines, it now 
can be said that the results of the 
Show have been equally satisfac- 
tory alike to buyers and manufac- 
turers. 

“Of course, no one expected a 
record-breaking business, such as 
was the case last year and two years 
ago, but expectations of a sizable 
volume to give the new season a 
good start have been realized. 

“Perhaps the biggest highlight 
of the entire Show was the extreme- 
ly large number of buyers that the 
Show attracted to Boston. Whole- 
salers, mail order houses, buying 
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syndicates, department store mer- 
chandise men and their buyers—as 
well as independent retailers, were 
present in number that exceeded 
last year’s registration. 

“Their presence reflected their 
great interest in market conditions 
and the trend of style and buying 
in general and these men, who 
make the market, are returning 
home with a clearer vision and 
understanding of the immediate 
future of business and of shoes and 
leather in particular. 

“It is noteworthy to record that 
buyers recognized that basic con- 
ditions underlying the leather and 
labor markets justified the asking 
prices of shoes, and consequently 
there has been a stabilization of the 
shoe price structure that contrib- 
uted no little to the confidence of 
buyers in placing their orders. 

“The Committee on management 
of the Fair worked unceasingly for 
weeks in organizing this 19th An- 
nual Show and the results of its 
efforts were everywhere com- 
mended. The Committee takes this 
opportunity of expressing _ its 
thanks to each and every one of the 
hundreds of buyers who came to the 
Boston market, as well as to each 
and every manufacturer who co- 
operated by showing his lines. The 
Committee feels that buyers and 
exhibitors alike will feel that the 
Show was highly successful and 
one that already has giving stimulus 
to an early start on Fall business.” 





A BOSTON girl said: 

“I bought a pair of stockings at 
one of the counters, carefully se- 
lected the shade and size, but they 
didn’t seem to fit. One of them was 
so short I was tugging at it all 
day. I went back to the counter 
and told the clerk about it. ‘Ti 
can’t be the stockings,’ was the 
answer. ‘Lengths are usually long 
in that brand. It must be that one 


of your legs is a trifle longer than 
the other.’ ” 


* * * 
@UTSTANDING eye feature of 
the Mezzanine at the Boston Shoe 
Fair were the new transparent 
forms for hosiery display. These 
new transparent hosiery forms and 
their flesh-colored counterparts, 
are now made of a single piece of 
material without joints or seams. 
This eliminates all possible ev- 
idences of imperfections in the 
stockings displayed. Also popular 
in the Shoe Form Company dis- 
play were the new forms for show- 
ing anklets. A_ slowly turning 
stockinged figure in the center of 
the display attracted considerable 
attention. The exhibit was de- 
signed by Gordon Tutton and Owen 


Comstock. 
* Cd * 


BD. N. GUTMANN, tanner, called 
attention at the Boston Shoe Fair 
to the surprising number of new 
colors in men’s shoes for Fall. He 
said: 

“For the first time in history, we 
see new sports types for Fall and 
Winter, a wider range of colors, 
more specialties. The encourage- 
ment to style of these leathers is 
significant.” 


[13] 


W. E. SHRIGLEY, vice-president 
of L. B. Evans Son Co., says: 

“We have been greatly encour- 
aged this year by the definite plans 
and promotions worked out by re- 
tailers for Father’s Day—June 19th. 
They are finding more and more 
every year the possibilities of extra 
sales through slippers and leisure 
time footwear by becoming Father’s 
Day minded.” 

Date the men to promotions na- 
tionally and you encourage selling. 


* * * 


FRED GANNON of Lynn, Mass., 
says: 

“Wedge heels for Fall? Maybe 
yes—maybe no. The story goes that 
women like the wedge heels of Sum- 
mer. They are easy on the heels, 
also on the arches. No pains begin- 
ning in the cuboid, to start a fear 
that arthritis is creeping into the 
joints, feet first. If women like 
wedge heels for Summer, it’s likely 
that they will want them for Fall 
also. So the forecasts of wedge 
heels. But other forecasts are of the 
negative sort. Be the fashion as it 
may, the wedge heels are cheaper, 
for those of the bass wood sort are 
turned out at a dime a pair, or 
thereabouts, as against 25 cents or 
more a pair which was the price 
when the wedges first flattened out 
the heel treads.” 

















“There ought'a be a law against it. We haven't sold that acrobat a pair of 
: shoes in years." 
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Merchants and Plan a Promotion Program 
That Will Make the Community 
Sit Up and Take Notice. 





SEPTEMBER 10 to 17 the Men’s shoe industry is 
going places! Make your reservations now for the 
second coast-to-coast trip aboard the Men’s Shoe Week 
Promotion Special. 

Schedule September 10 to 17 as the high spot in 
your Fall promotion program, and start now to make 
Men’s Shoe Week, 1938, a record run. 

You'll be traveling in good company. Every live 
merchant and manufacturer in the country will be with 
you. Right in your own town are other good mer- 
chants selling men’s shoes who will be going along— 
why not travel together? A cooperative campaign will 
help everybody who participates. You can go further 
and do more, and that’s what all of you want. 

National Men’s Shoe Week should be made a co- 
operative event in every town having two or more 
stores that sell men’s shoes. Price lines need not 
interfere because the objective of the event is to sell 
every man the idea of buying new Fall shoes, and to 
teach men the advantages and economy of owning 
various types of shoes for clearly defined purposes. 

There has been a definite and extensive increase in 
the scope of a man’s clothing wardrobe. He wears a 
greater variety of clothes. He should wear a greater 
variety of shoes. Though no one can expect miracles, 
consistent, intelligent promotion will teach men to 
appreciate and desire a complete shoe wardrobe. Men’s 


Start Now—Get Together with Your Fellow 


ALL ABOARD for 
MEN’S SHOE WEEK 


SEPTEMBER 10-17 
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Shoe Week should be made the high spot of a con- 
tinuous effort. 

The argument that men have no money is weak, for 
many women with limited incomes appreciate and 
practice style co-ordination and the “shoe wardrobe” 
idea so far as their finances permit. 

Much of the fault for the failure of older men to 
pay serious attention to their shoes lies with the re- 
tailers. The younger men can and must be taught to 
want a greater variety of correct shoes for various 
occasions. We must concern ourselves with increasing 
the desire for more shoes and not hide behind the 
“no money” alibi. 


TO help accomplish this the cooperative program 
for Men’s Shoe Week is unquestionably strongest. Get 
together and decide what outstanding Fall style features 
will be played up strongest, what color names will be 
used for various shades, what leathers will be out- 
standing. 

There’s no point or profit in confusing the customer. 
Calling the same shade by several names just to be 
“individual” leads to confusion. The Textile Color 
Card Association, in cooperation with the Tanners 
Council named and described the tan and brown 
shades, and where and how they are used. They are 
good names that everyone can use—Club Tan, Town 






BOOT anp SHOE RECORDER, June 18, 1938 


Tan, Rustic Tan, Scotch Brown, Cordo, Tanwood, 
Pheasant Tan, Heath Brown and Belmont Tan. These 
names all offer promotional opportunities. 

At your first local get-together find out what shades, 
what leathers, what patterns will appear in the lines 
of all stores, and play them up. Men will be informed 
instead of being confused, for this information will 
be the basis of fact on which all feature articles, dis- 
plays, advertising and any other publicity will be 
based. And there will still be plenty of individuality 
left for every store in its adaptation of the general 
trends and its own special developments. 

Because organization is important to the successful 
building-up of a cooperative promotion, it may be 
well to give a list of suggestions for those towns that 
may not yet be organized for cooperative efforts. 

You will need a general chairman, a secretary- 
treasurer and committees headed by alert chairmen 
for newspaper ads, display and decorations, publicity, 
radio and speakers, contests, direct mail. The program 
you develop will determine which committees you 
need. Having determined which program features you 
will use at the first meeting, the committees and chair- 
men of each should be decided upon, with instructions 
to report back in one week, each with a plan for his 
part of the program. Being approved, each committee 
should carry on, the several chairmen meeting with 


Design for National 

Men’s Shoe Week sticker 

in two colors, bright blue 

ground with crimson 
globe. 


the general chairman to report on and keap track of 
the progress made. 

This simple plan for organization will assure smooth, 
efficient handling of the promotion program. 

_ The publicity committee should prepare a style 
synopsis to give to the style writers of the local papers, 
or have the article completely written, if necessary. 
Fall style trends, and the shoe wardrobe idea can be 
combined. Reprints of these articles should be made, 
or the copy reset in folder form for general distribution 
through the stores. 

This committee should also try to get local celebrities 
to pick Fall footwear wardrobes, or the mayor to 
sponsor the event, or any other publicity stunts that 
they may find practical. 


Q@NE of the first duties of the display and decoration 
committee is to plan a tie-up in colors and general 
decorative effects, including signs and show cards. Fall 
colors are the natural ones to use, tan, brown and an 
accent of orange. For signs, use tan bristol board or 
card, lettered in brown, with orange accent. All win- 
dows can be “framed” around the top and sides of 
the glass with the same color combinations in bunting 
or painted Upson board. The colors should be re- 
peated in the men’s section of the stores, and in direct 

[TURN TO PAGE 41, PLEASE} 
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Elevated Medels 
Sensation of the 
Sehiaparelli 
Collection 


A green jersey evening sandal 
covered with jersey. 


dal matching red wool suit. 


THE latest sensation in “elevated” footwear, in Paris, 
are the evening models launched in Schiaparelli’s mid- 
season collection. These stunning looking foot pieces 
padded through the salons with grace and ease, and 
made an eyeful for buyers and all others present. 

Felt was responsible for their stealthy step, felt soles 
two inches thick, with another inch added to bolster up 
the heel. In each instance the sandal goes with some 
particular dress, repeats the dress material and usually 
the ornamentation. No leather is used, only felt and 
fabric. 

The sketches show the thick-soled models featured in 
the showing. Two others include a model in lustrous 
white satin, and one in peony pink crepe. The one in 
satin takes on much color, in small cabochon jewels 





FOOTWEAR STILL 


A two-inch felt sole covered with 
draped in the style of the match- alternate pipings of mauve crepe 
ing dress. The thick felt heel is and silver braid embroidery and 
tied to the foot by crepe cothurnes. 
The growing vogue for embroidery Three models designed by Rogex 
seen in this Persian patterned san- Vivier for Laird Schober and 
launched by Schiaparelli. 
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GOING UP 






by 
ALICE MAXWELL APPO 
PARIS EDITOR 












and tiny crystal beads, carried out in turquoise, coral, 
ruby and gold. 

In the peony pink crepe model country life forms the 
leit motif, even to bees and beetles. The sole sides and 
the sandal tops are decorated with these insects done 
in gold thread embroidery. 

This type of sandal is represented as extremely com- 
fortable to wear. The mannequins step along easily in 
them obviously, and it is insisted at Schiaparelli’s that 
they are perfectly practical to dance in. 

In the lot sketched, it is seen that one sandal gets 
down to the ground. This one has a thin leather sole, 
a padded-up felt heel, and a distinctly “dressmakery” 
touch in the draped toe. All these designs were launched 


by Schiaparelli in her recent midseason showing. 
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COLORFUL HOSE 
PREDICTED for FALL 


IN releasing his Fall Hosiery Chart, introducing 12 
shades, new weaves and individual style touches, 
WILLYS OF HOLLYWOOD recognizes three sources 
of inspiration—the decrees of Paris backed by tradi- 
_ tion and generations of couturiers, which has made it 
supreme in the field of sartorial inspiration; foreign 
news in the daily press, which arouses interest in far- 
off people, in their customs and their costumes, and the 
increasing importance from year to year of the motion 
picture in its relation to style creation and dissemi- 
nation. 

Ever growing in importance, the creations of motion 
picture designers frequently become nation-wide fash- 
ions. With the perfection of studio techniques in fore- 
telling fashion trends or developing their own ideas 
months in advance of the season, real originality and 
individuality has culminated in vogues set by the screen. 


And How Motion Pictures Promise to Influence 


the Trend of Fashions in the Coming Season 


by 
WILLYS 
Of Hollywood 


GOLD FLEUR DE LYS 


are the exquisite accents fea- 
tured on these sheer hose worn 
by lovely Marion Talley, NBC 
prima donna who is heard every 
Sunday on the Ry-Krisp pro- 
gram. Designed and created by 
Willys of Hollywood, these hose 
give a glamorous touch to any 
costume. 


For Fall, Willys foresees increasing development 
along Turkish lines, reaching out with new trousered 
treatments for intimate boudoir apparel, and an adap- 
tation of the upturned pointed-toed Turkish slippers. 
“The Adventures of Marco Polo” has undoubtedly 
revived interest in these Eastern costumes as has also 
the romance of the young Egyptian king. 

The appearance of “Marie Antoinette” will certainly 
do much to encourage the period gown for evening, 
its wide skirt made of heavy brocades and metallic 
cloths, with a lavish use of gold and jewels. 

The daredevil days of Highwayman adventurers 
reached its climax in the tales of that romantic brigand, 
“Robin Hood,” who, on his screen debut undoubtedly 
captured feminine hearts with the color and dash of his 
feathered cap, and created interest in leather from 

[TURN TO PAGE 33, PLEASE] 
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BBEFORE we come to the final steps in closing the 
shoe sale, there are some points in fitting that should 
receive special attention. Among these are the Counter 
and Quarter. It is often the case in fitting that the 
forepart of the shoe fits well but the rearpart, even 
with a combination or double combination last, gives 
trouble. 

Much of this may be explained by the foot. There 
is a certain amount of heel protrusion (a backward 
thrust of the heel bone) in all feet. The rearpart of the 
counter with its slight “pocket” ordinarily will take 
care of this thrust-back. Quite frequently, however, the 
heel bone protrudes back more than the pocket can 
accommodate. Then after the shoe is worn by such a 
foot the counter will thrust out in back, and the shoe 
heel, instead of being on a vertical line continuous 
with the leg, will have its base forced forward and its 
upper part forced backward so that the entire shoe heel 
is at an angle (See illustration on opposite page.) 

Unfortunately, shoes are not made to accommodate 
this common “extra” heel. The best remedy under the 
circumstances is a longer, narrower shoe. 


PEOPLE with outflare feet will often have an accom- 
panying outflare or rotating heel that forces itself 
against the outer counter of the shoe. The counter must 
yield to this pressure. Associated with this is a gaping 
at the inner quarter of the shoe. The remedies are 
found, to a great extent, in an extended inner counter, 
4 mild “cookie” and a slight wedge placed in the heel 
seat. This wedge must be elevated on its outer side 
about 44 to % inch high and sharply skived down. 

These two types of feet are very common and fre- 
quently present shoe-fitting problems to the salesman. 
Also, these are the types of feet that easily “break 
down” a shoe after wearing. The return of these cus- 
tomers is not for repeat sales but for complaints. They 
believe that the shoes and the fitters are guilty, not 
their feet. They may not return at all, but go to another 
store. Remember, you are the fitter; they have only 
the wearing of the shoe by which to judge you and 
your store. This judgment can condemn or praise you. 

The Instep: persons with high or stout insteps often 
have trouble with oxfords, oxford ties, pumps and 
other styles that grip the instep. The waist of the shoe 
bulges with pressure from the prominent instep, and 
the appearance of the shoe suffers. Especially in the 
oxford types the defective fit is more conspicuous to 
the customer. The lacings are wide-spread and the 
waist wrinkles. 

Many times these defects are due to the fact that the 
heel is too high for that particular foot. This empha- 
sizes the prominence of the instep by the foot’s over- 









Closing The Shoe Sale 


elevated position. A slightly lower heel will often alter 
the bad appearance and the discomfort. The bulk of 
the instep decreases with the lower heel, thereby elimi- 
nating the difficulty with pressures of the tight grip 
and its resultant flaws in the shoe’s appearance. 

On the other hand, an over-loose fit at the instep 
(wherein the lacings when tied their tightest still leave 
a looseness around the waist and instep) is found to 
occur in feet with low arches and much flaccidity. A 
light “cookie” inserted on the inner side of the shoe- 
shank under the arch will often do the trick where 
other means fail. 

The Heel: the selection of the type and height of 
the heel is, of course, usually up to the customer. Many 
times, however, the salesman might be asked for his 
advice as to a heel height suitable for her foot, or for 
a decision between two different heel heights. The 
salesman’s suggestions should be carefully made, not 
on style effect alone but on the mechanical principles 
involved. Sudden change of heel height from the 
habitually high to low usually causes pain in the calf 
muscle region. The customer naturally blames the shoe 
and the salesman—and in these cases she is right. 

Closing the Sale: many times a sale is lost because 
the customer is seeking one particular feature in a 
shoe and the salesman unconsciously tells her other 
features in the shoe by his over-eagerness to make the 
sale. This completely overshadows or conceals the 
very point on which she will make her purchase. The 
successful salesman is quick to learn, directly or in- 
directly, which feature the customer is primarily inter- 
ested in, and then sells his shoe principally from that 
feature. He doesn’t attempt to sell every feature by 
giving them equal emphasis; he stresses the very point 
or points she is seeking in the shoe. Concealing the 
wine and displaying the vinegar isn’t salesmanship. 


EN her final decision the customer may hesitate in 
the selection of one of two shoes. Many salesmen 
believe they are promoting a double sale by attempting 
to sell both pairs at the same time. Sometimes it 
works—if the customer is susceptible. But usually such 
pressure is seldom successful if the customer is finan- 
cially equipped to buy only one pair. However, that 
second sale might be made if it requires only a very 
small investment—such as a deposit on the second 
pair. The psychology behind this is that the customer 
somehow feels that she has bought two pairs for the 
price of one, although she, of course, realizes that she 
must eventually pay for the second pair. Neverthe- 
less, a small deposit is a purchase (absent of “shock,”) 


so to speak. 
[TURN TO PAGE 32, PLEASE] 
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Leave with Your Customer Always the 
Impression That You Are Genuinely In- 
terested in Her Shoe Problems. Correct 
Fitting Includes More Than Mere Tech- 
nieal Aceuraecy. It Involves Knowledge 
of the Peeculiarities of the Customer's 
Foot Which Must Be Considered Care- 
faliy to Make Her Satisfied with Her 
Purchase. The History Chart as an Aid 


to the Salesman. 


by 
WILLIAM A. ROSSI 





MODEL HISTORY CHART 


Name: 


Address: 


Date of Purchase 


CO trai G ht Lime 
of; Hel 


x 


trust “Rack Hest 
(Dotlid Line) 


Result te 
ay Co < h 


‘Result to Hes 

















Last 


Style 


Heel Height 




















Foot Type Arch 


outflare high 
straight medium 


inflare low 


flat 

















Foot Classification 
Heel Length Arch Length Ball-Forw. 


long long short 
medium medium medium 


short short long 





Salesman: 

















SUCCESSFUL IN 


FRANK E. BALLOU of Providence has been in the 
retail shoe business for 58 years. And the best part 
of it all is that, at the age of 79 years, he enjoys excel- 
ient health with the vitality that excels that of many 
men 20 and 30 years his junior. 

Mr. Ballou tends to the details of the shoe business 
daily, attends meetings of local civic, business and 
religious groups and seldom misses a session of the 
State Legislature, even those all-night sessions that try 
the physical endurance of all members. 

His life has been one of strenuous activity ever since, 
as a young fellow, he sold newspapers on the train 
running between Boston and Providence. For four 
years, from 1873 to 1877, he operated the news room 
in the Old Union Station in Providence. 

Then came an opportunity to work in the Providence 
Post Office where he worked on general delivery mail, 
then in the box department and later as night clerk, in 
which capacity he sorted every letter that came into 
the office after 8 p. m. from city night collections, from 
out-of-town and from the drop box in the office. Then 
came the opportunity to be at the stamp window, which 
was another promotion. 

It was in 1880 that Mr. Ballou started in a small 
department store at the corner of Friendship and Broad 
Streets in Providence, a store previously operated by 
Waite Clarke, father of Miss Sarah E. Clarke, whom 
Mr. Ballou later married and with whom he lived hap- 
pily until her death about a year and a half ago. 





HAROLD F. BALLOU 
President and General Manager 





SHOE BUSINESS 


As he saw better opportunities nearer the city center, 
he opened a downtown shoe store in 1884 at what was 
then 117 Broad Street, but what is now Weybosset 
Street. After 11 years there, the business was removed 
in 1895 to 143 Weybosset Street at the corner of Eddy 
Street, where it remained until its removal in Novem- 
ber, 1937, to 110 Westminster Street, where the busi- 
ness occupies one of the most beautiful and dignified 
shoe stores of New England. 


THE new store was planned entirely by Mr. Ballou 
and his son, Harold, assisted by members of the Ballou 
organization. It has brought forth fine comment from 
shoe manufacturers, merchandising authorities, shoe re- 
tailers, shoe and retail publications as well as from 
many personal and business friends. 

During the first month in the new store business in- 
creased 25 per cent; and during the two weeks prior 
to Easter this year, business increased 32 per cent over 
the corresponding period in 1937. Hosiery and neck- 
wear sales have been doubled. 

“We have been greatly pleased with our progress 
here,” says Mr. Ballou, “and I believe it proves there 
is still room for the family shoe store. And it most cer- 
tainly proves that retailers must modernize as a means 
of meeting competition which is continually growing 
keener.” 

In addition to his business duties, Mr. Ballou has 
been exceptionally active in outside fields, active to the 





EDWARD J. BURRELL 


Superintendent and Merchandise Manager 
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AND IN 
PUBLIC LIFE... 


In His Busy Career of 58 Years in Shoe 
Retailing, Frank E. Ballou, of Providence, 
Has Also Found Time to Serve His State with 
Distinction as Legislator and to Take an 


Influential Part in Community Activities 


FRANK E. BALLOU 
Chairman and Treasurer 


extent that to list all his active connections would re- 
quire an entire volume. Chief among his interests have 
been 26 years spent as a member of the House of Rep- 
resentatives as a Republican. It was in 1912 that he 
was first elected to that body and when he came up for 
reelection he received the endorsement of all three 
political parties! 

During his 25 years as a Representative, he has 
served on the important finance committee, has been 
chairman of the public welfare committee, chairman 
of the special legislation committee and has had charge 
of or participated in the State celebration of Lincoln’s 
and Washington’s birthdays ever since he was first 
elected to the House. He has also been chairman of 
the joint committee on accounts and claims. 

When Rhode Island celebrated its tercentenary not 
very long ago, Mr. Ballou was vice and acting chairman 
of the Tercentenary Committee. He is also a member 
of the Public Works Emergency which has directed the 
State construction program costing more than $14,- 
000,000. 

Turning to another activity, we find this is Mr. 
Ballou’s eighth year as chairman of the important Re- 
tail Trade Board of the Providence Chamber of Com- 
merce, since he is vice-president of the latter body. 
Under his administration, Providence retailers have 
founded Providence Day, a bi-annual shopping event 
which brings business, not only from the city, but from 
many cities and towns throughout the State and in Con- 
necticut and Massachusetts. 


Mr. Ballou also put through the Small Claims Court 
through which business houses and individuals can col- 
lect small bills without the red tape previously required. 
Through the operation of this court, the defendant 
employs no attorney but deals directly with the judge. 
Mr. Ballou worked and fought for this court for five 
years, and upon putting it through, he was publicly 
feted by local merchants and the Credit Grantors for 
his work. 

He is a director of the Providence Better Business 
Bureau, an ex-officio member of the executive commit- 
tee of the Credit Bureau, member of the Rotary Club 
and the Town Criers of Rhode Island, a regional direc- 
tor of the National Shoe Retailers’ Association for 
Rhode Island, and he was for several years vice-presi- 
dent of that association. He is a past president of the 
Rhode Island Shoe Retailers’ Association. 


FOR 25 years he has served as assistant treasurer and 
treasurer of the Calvary Baptist Church and has been 
active at various times in raising large sums of money 
to pay off the mortgage and to remodel the church. He 
has for 22 years been treasurer of the Rhode Island 
State Baptist Convention. He is a thirty-second degree 
Scottish Rite Mason and during his term of office as 
Grand Patron of the Order of Eastern Star, he organized 

several new chapters for that body. 
In 1923 he was joined in the shoe business by his 
son, Harold F. Ballou, who had then graduated from 
[TURN TO PAGE 33, PLEASE] 





WV-HEN a.chain store operator tells you that he is in 
favor of good wages for shoe workers, that’s news, for 
the popular though erroneous conception of a volume 
buyer is that he squeezes out everything, and then 
some. Here’s what he told me at Boston: “I'd like to 
see a good wage paid to shoe workers and the same 
rate of wage the country over—thereby taking the shoe 
worker out of the field of price competition.” He ex- 
plained: “If we set the cost price, including wages, 
high enough, we get a base that makes possible a 
retail ‘mark-on’ that brings the selling price to a point 
where there is a decent flow of money in retailing. A 
respectable price for shoes makes possible a business 
gross that’s worth-while. You can get competitive 
values without taking it out of labor.” 

Along that line of thinking there is a lot to be said 
for a price at retail sufficiently high to cover the cost 
of the goods, plus real fitting service and the inflexible 
overheads of rent, heat and all modern services at 
retail. Let us take an example of a pair of shoes that 
cost $1.25 per pair at the factory. The selling price 
is set at $1.95. What does the store give the customer 
for the seventy cents? The customer expects to sit on 
a chair and have the clerk put the shoes on. It may 
take ten minutes or an hour to make the sale. It takes 
certain skills in the vending of shoes, no matter how 
low the price—for shoes have not yet reached the stage 
of package goods. 

Therefore the question stands—how low do we want 
to average the cost of shoes—because the price paid 
by the merchant has a bearing on the selling price to 
the consumer. Profitless distribution is thot far off 
when there is so little margin for the necessary services 
at retail. 

So we say it’s news when a chain store operator 
honestly believes that a fair wage without regional in- 
equality is the beginning of a more orderly shoe busi- 
ness and a better appreciation of the real economics of 
shoemaking and distribution. 

Very important in the news this week is the action 
of Congress in the Wage and Hour law for the Presi- 
dent has said that he will sign it and in 120 days 
America will have put a floor under wages and a 
ceiling over hours. Congress in adjourning to music 
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THE Sadler's seca 


Taking the Chisel Out of Labor 


By ARTHUB DBD. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


and high jinks might just as well have sung: “Sing 
Me A Song Of Social Significance” because that was 
the intent of the final bill covering wages and hours. 
And so is added to the burdens of business life some- 
thing conceived in politics and brought forth in the 
birth of a new system of labor relations. At present 
it affects shoemaking wages but slightly because, after 
all, skilled help in shoe factories receives much more 
than a minimum of twenty-five cents per hour. It 
does, however, establish the principle of a floor below 
which no chiseler can go—no matter how hard the 
times. 

There is real social significance to the fact that there 
will be less opportunity for the chiseling shoe manu- 
facturer (few as they are—they set the price levels) 
who, after he has gouged all that he can out of sup- 
plies, has been in the habit of calling his workers 
together and saying: “Help me get this mass order 
for our town by helping me meet the price. If we don’t, 
none of us will eat, etc., etc.”—pulling out all the 
tremolo stops on the organ of human emotion. That 
has been done in shoes before, but there is a belief 
that the Hour and Wage Bill will prevent it in the 
future—for if labor is taken out of the competitive 
price field, it can be figured almost as a fixed charge 
against shoes. 

There is in America today no real opposition to 
proper social objectives, i.e.:—larger real income, 
greater regularity of production and employment, re- 
duction of inequality, and preservation of the essential 
freedom of enterprise. Some economic legislation must 
be accepted even by the die-hards—for come what 
may progress is inevitable. 

We have a feeling that business will accept the Wage 
and Hour Bill as the beginning of a better relationship 
between labor and capital—less strikes, less lock-outs 
and a better appreciation of the part both must play 
to survive. Our only doubt is that in the administra- 
tion of the law we may have a lot of political funny 
business. Heaven forbid—this time—because if the 

[TURN TO PAGE 49, PLEASE] 
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RETAILERS! 


: 
DONT BUY ANY ADDING MACHINE 
UNTIL YOU SEE THE NEW 
REMINGTON RAND 





‘ 











ONLY *5 DOWN 


Try this new adding machine at our ex- 
pense. Use it 7 days free. See for yourself 
how many ways it speeds up daily figure 
work—inventory, sales figures, customer’s 
accounts, tax reports. It’s the lightest, 
handiest portable listing adding machine 
ever built . . . less than 11 pounds. . 
$9,999.99 capacity . . . simple 10-key key- 
board . . . automatic ribbon reverse . . 
correction key and other great features you 
wouldn’t expect to find in a machine priced 
so low... only $57.50 cash! Terms—pay as 
little as $5 down, balance monthly. 


Don’t wait—phone the nearest Remington 
Rand office or your dealer today, or mail 
the coupon. 


11 BIG-MACHINE FEATURES 


1 Weighs under 11 7 Automatic total symbol. 


pounds. : handl ? 
2 Takes up less space than ’ i spn: 


a letterhead. 9 Non-glare black finish 


, a nes Sy: . . . non-skid rubber 


feet. 
4 Totals to $9,999.99... 
lists 5 i , 10 Automatic ribbon re- 
§ Handy correction key. verse. 
6 Complete visibility... 11 Fully guaranteed by 
large readable type. Remington Rand Inc. 


OK: :#4 from Remington Rand 


Remington Rand Inc., Dept. 1063 A 

465 Washington Street, Buffalo, N. Y. 

Without obligation, please send me complete 
facts on the new Remington Rand Adding 
Machine and details of 7-day free trial offer. 
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FROM an address by Joseph S. Stern, President of United 
States Shoe Corporation, Cincinnati, at the Midwest Fair. 


SELL 


MORE SHOES? 


New Ideas and Enthusiasm on the Part of Merchants and 
Salesmen Are Prime Essentials in Building Increased 
Business—People Usually Buy Shoes, Not from Sheer 
Necessity, But Because of a Desire That Has Been 
Created in the Customer’s Mind—How Shoe Stores Can 


Create the Urge to Buy. 


“IT is our job to make shoes so at- 
tractive that when a woman has so 
much money in her budget, she will 
spend a larger percentage of that 
money for shoes than for any other 


wearing apparel.” 


THE easiest thing in the world for any shoe man to 
say is “Sell More Shoes.” But the hardest thing in the 
world is to go about and do this. Selling more shoes 
is the very life blood of our entire industry because 
from the sale of more shoes, comes our profits and 
our pleasures, and without profit and pleasure, we 
cannot remain in business. 

There are some cardinal principles quite necessary 
for the success of every man, whether he is a mer- 
chant, a traveling salesman, or a manufacturer. Now 
don’t misunderstand me: When the nation as a whole 
is prosperous, so is your shoe business prosperous. 
When a particular section is booming, such as in oils, 
crops or industry, that section will be comparatively 
ahead of the rest of the country. But we are in a 
major business depression and don’t let anyone try to 
fool you about that. 


BBUT our job is a shoe job and we are in the strongest 
industry in the entire nation. The shoe business is 
actually the Rock of Gibraltar in the entire mercantile 
world. 

I know from thousands of records I have seen from 


‘ retail stores, groups of stores, and individual stores 


that the retail shoe business up until the first of May 
has been comparatively very good. You cannot fight 
the weather that you had in May. 

When you stop to think that during recent years, 
from the very peak to the very depths of our product, 
there was only a variance of 13 per cent, you can see 


we are in an industry that is one of the favorite ones. 
The trouble with most of us is that we have every- 
thing at our finger tips, and we have the tools to work 
with, but we get the jitters. 
Two of the Cardinal principles of selling more 
shoes are: 


NEW IDEAS 
ENTHUSIASM 


Every man can develop enthusiasm, whether he is sell- 
ing shoes on a fitting stool, or whether he is in contact 
with the biggest merchants in the country; whether 
he owns a shoe store, or whether he is running a de- 
partment in a department store, this man can develop 
enthusiasm. And enthusiasm is the most contagious 
tonic for success that I know of. 


EN DEAS are the backbone of any business. Give me 
one good idea and I will give you the biggest results 
possible from any business. New ideas are scarcer 
than hen’s teeth. We generally have to copy the 
thoughts of others, put them into our own language, 
into our own operation, develop these thoughts and 
create the possibilities for more sales. 

Remember this, that except in the lowest price 
bracket, women do not buy shoes because they actually 
need them. That desire to buy a pair of shoes must 
be created in every one’s mind. 

That is where you come in! That is where your 
job begins in selling more shoes. Shoes today, rarely 
wear out. When a customer comes into your store the 
first thing she says is, “I want another pair of shoes 
like I have on”; or “Show me something in a copper, 
a blue, or a suede”; or “I saw a pretty pair of shoes 
in your window”; or “I saw your advertisement last 
night”—and in every case the desire for a new pair 
of shoes was created—not a necessity. 

So your job begins with selling more shoes, by 
developing your enthusiasm, with ideas to bring about 
the desire to buy a pair of shoes. 

[TURN TO PAGE 32, PLEASE] 
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Soon to be seen on fashion’s 
smart avenues — many versions of 
the platform shoe. Stewart & Potter 
again supplies its customers with 
authentic new lasts for these smartly 

designed examples of women’s 


modern footwear. 


STEWART & POTTER COMPANY 


BRANCH: UNITED LAST COMPANY 


372 CLASSON AVENUE, BROOKLYN, N. Y. 
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IT is not enough that the sole of the 





















shoe bends easily — there must be 
Feather Line* flexibility as well, if 
the foot muscles are to be properly 


accommodated. 


LITTLEWAY and UCO LOCKSTITCH 
shoes — regular insole or Sbicca- 
a Del Mac construction — have a high 
degree of Feather Line flexibility 
which gives the wearer added com- 
fort when her feet are in action as 


well as in repose. 


This is one important reason why 
so many successful manufacturers of 
trade-marked shoes and large mer- 


chandising groups who own or con- 





trol factories use these methods. 


\ 


* FEATHER LINE IN ACTION 







* FEATHER LINE IN REPOSE 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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MAKE SUMMER HOLIDAYS SPEED 
SHOE SALES 





BACHELOR SHOES 
FOR THE HOLIDAYS 


days ahead! Stride through 
cei ee uy, Ich ow 
ae Se Se See 


“g8- 7* 


. orepe 1.50 


6.95 


WETHERBY-KAYSER 


517 W. 7th... 5416 Wilshire ....715 Flower 
Ambessedor Hotel ,. . 476 E. Coloredo, Pease. 











A convincing men’s shoe advertise- 
ment used by Wetherby-Kayser, Los 
Angeles, just before Decoration Day. 


FOURTH OF JULY is a red let- 
ter day on the calendar of every 
American community; it’s the big- 
gest patriotic holiday of the year 
and it sells a lot of merchandise be- 
sides firecrackers. In that connec- 
tion an interesting evolution has 
been taking place with regard to 
this holiday. The ban on sale and 
use of fireworks in many cities has 
caused people to invent new ways 
of celebrating the nation’s birth- 
day and to a large extent these have 
centered around sports, 
travel and outdoor activities. So 
the new stream lined Fourth of 
July celebration brings in its wake 
new opportunities to sell shoes and 
particularly sport shoes 


games, 


apparel, 
and sport clothes. 

Every holiday is really a sales 
opportunity and that is particularly 
true of the Summer holidays. Start- 
ing in with Decoration Day and fol- 
lowing along with Fourth of July 
and finally, at the close of the Sum- 


[27] 


Fourth of July Week-End Another Opportunity 


to Promote Summer Shoes at a Profit Before 


Clearance Sale Season, with Special Emphasis on 


Sports Footwear and All the Outdoor Types. 


mer, with Labor Day, the enter- 
prising merchant makes each of 
these events a promotional peak 
on his Summer calendar, playing 
them up in window displays and 
attractive advertising. He points 
out in these ways how everybody 
who plans to go away, or play golf, 
or stage a picnic, attend a ball game 
or do anything worth while needs 
a pair of snappy new shoes to do 
it better and more enjoyably. And 
these promotions produce results, 
as hundreds of shoe stores, big and 


little, can testify on the basis of 

actual experience. 
Decoration Day is water 
the dam, so far as this year is con- 
cerned. Reproduced herewith are 
several advertisements that show 
how some shoe stores made the 
most of it. These ads also suggest 
the sort of advertising other stores 
can profitably use for Fourth of 
July, which happens to be just 
around the corner. It’s more im- 
portant from a promotional stand- 
[TURN TO PAGE 43, PLEASE] 
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happy holiday suggestions from 


—e street floor — 





FRESH FOOTNOTES On 
Au OPER SEASON 
FOR FRIVOLITY 
te Sandal Shop—Str00t Floor 





THERE'S REAL 
SPORTING COMFORT 
18 FINE WOOL 


anklets (7 


1-0 





Choose our best-selling style— 
No. 711—for Decoration Day 





save your face...with Pogue toiletries 


SiS eg toe peices eas tas dows i 
Toiletrien—Bereet Flees 


The H. & S$. POGUE Co. 


This Decoration Day suggestion by H. & S. Pogue, Cincinnati, gives 
an idea of the sort of advertising that can be used to stimulate sales 


for Fourth of July and Labor Day. 








CRITICS of the Roosevelt régime 
blinked twice when they read this 


headline: “President Moves to Aid 
Business.” The story covered Mr. 
Roosevelt’s desire to curb the endless 
flow of Government questionnaires 
which, complaints coming to Wash- 
ington indicate, are harassing busi- 
nessmen. Back of the move was the 
attempt to allay fears conjured up by 
the Census Bureau’s proposal (the 
Fulmer bill) to make most of its re- 
turns mandatory. 

On the surface the bill would apply 
only to peanut oils, etc., and many a 
Congressional member admittedly 
didn’t know its broader implications. 
Experience with the Census Bureau 
points to such a law being innocu- 
ously administered but many had the 
idea that sponsors were trying to cover 
up something. Other Governmental 
statistical gatherers are complaining 
that the mandatory feature discrimi- 
nates against them. As passed by the 
House, the measure exempts retailers. 





STILL shrouded in obscurity after 
more than two months of existence is 
the Morgenthau committee designated 
by the President to draft a Federal 
financial-aid-to-small-business pro- 
gram. Inside story is that a pass-the- 
buck sub-committee proposed estab- 
lishment of Government-financed 
intermediate credit banks to sponsor 
local credit associations of small busi- 
nessmen to whom credit facilities, pro- 
tected by a deposited reserve fund, 
would be extended. Local banks would 
indirectly be making the loans since 
they would buy the securities offered 
by the intermediate banks. Idea stale- 


mated for two reasons: Would require 





new legislation; and the committee 
wants to observe RFC activity on 
loans to small business. 





THE unusually placid Daniel C. 
Roper, Secretary of Commerce, is re- 
ported to have flared up recently and 
in high dudgeon to have written a 
letter of resignation to Franklin D. 
Roosevelt. Friends are said to have 
persuaded Mr. Roper to refrigerate 
himself and tear up the letter. Which 
he did, so the story goes, with a sting- 
ing comment that the President re- 
gretted the letter was not delivered to 
1600 Pennsylvania Avenue. What pro- 


voked the non-inflammable Roper into - 


flame? Quiet efforts of the State De- 
partment to snitch the foreign services 
of the Department of Commerce, bag 
and baggage, instead of having as it 
now does only indirect relationship to 
Commercial Attaches and Trade Com- 
missioners. 

Asked about his reported letter of 
resignation, Roper said that transfer 
of the foreign service of the Com- 
merce Department is now a matter 
of discussion with the State Depart- 
ment. No conclusion has been reached, 
he explained. As if confirming by 
indirection that he had really planned 
to move out of the Roosevelt Cabinet, 
Roper added, “Therefore, no resigna- 
tion is pending.” Roper is the best 
friend business has in the New Deal 
Cabinet. But he is not popular in the 
Administration and some of his col- 
leagues almost openly express the wish 
that he would quit his job and call it 
a day. Inasmuch as the differences 
between Hull and Roper still remain 
to be settled the wish may yet be 
gratified. 
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Sdicienmpins to Aid Harassed Busi- 
ness by Curbing the Questionnaire— 
Financial Aid Plans for Small Business 
Mark Time—Commerce Secretary Wax- 
es Indignant when State Department 
Moves to Take Over His Foreign Ser- 
vices — To Speed Recovery Plans 


THE White House for several weeks 
has been anxious to get Congress on 
its way back home so it can take the 
spotlight in carrying forward the re- 
lief-recovery program. But Congress 
was needed in Washington also to 
grind out the recovery bills and pro- 
vide the money. After once leaving, 
the President reasons that members 
will have their hands full back home 
with elections approaching and he can 
assume most of the burden. Present 
indications are that things will be 
whipped into shape in a big way to 
start the peremptory battle against the 
business setback. 

Grumbling was heard while Con- 
gress was in session about the reluc- 
tance of RSC to dish out loans to 
business at the rate some Congres- 
sional members thought it should. 
Others just looked askance at RSC 
Chairman Jesse H. Jones after hear- 
ing him lecture the country’s banks 
about loaning more money and learn- 
ing that his own bank down in Hous- 
ton, Texas, had only about 18 per 
cent of its assets out on loan. Some 
banks around the country, especially 
those in the larger centers, can claim 
up to 40 per cent. 


Preaching and Practicing: “This is 
no time for name calling.” Senator 
Murray of Montana generously told 
the Senate. “Bitter attacks on either 
side (business interests and the Ad- 
ministration) of the controversy (over 
cause of the depression) serve no 
purpose and settle none of our serious 
national problems.” Then after a 
verbal marathon of 1500 words, the 

[TURN TO PAGE 44, PLEASE] 
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Announcing 


~ WINNERS! 


Following the receipt of final reports from the judges, BOOT AND SHOE 
RECORDER is happy to announce the winners in its prize contest for retail 
shoe salespeople, as follows: 


FIRST PRIZE—$50.00 
PATRICK A. MORGAN, Robinson’s Shoe Store, Kansas City, Missouri 


SECOND PRIZE—$25.00 
FAY BIGGS, S. J. Brouwer Shoe Co., Milwaukee, Wisconsin 


THIRD—FOURTH—FIFTH—SIXTH—SEVENTH PRIZES $10.00 EACH 
C. R. SMOCK, Bob’s Bootery, Lindsay, California 


RUSSELL L. COLWELL , MRS. IONE ROBERTS 
Rosenberg’s, Santa Rosa, California Lowenstein’s, Memphis, Tennessee 


JOSEPH CARAFIOL LEWIS SWITZER 
Famous-Barr Company, St. Louis, Mo. Lowenhaupt’s, Enid, Oklahoma 





To all of these prize winners, the RECORDER extends its heartiest congratu- 
lations. Likewise the cordial appreciation of this publication to each and every 
person who submitted an entry. Without exception, the letters gave evidence of 
high intelligence, careful training in the art of selling shoes and a genuine under- 
standing of fundamental principles involved in successful shoe salesmanship. 
A number of the prize-winning letters will be published in early issues of 
the RECORDER. 


May the thought and study expended on this contest prove of real benefit to every 
individual who entered it in making him or her a more efficient salesperson. 
And may the combined efforts of all contribute to the broad objective the 
RECORDER had in view in promoting the contest, namely, 


GETTING MORE SHOES SOLD RIGHT IN 1938 


BOOT AND SHOE RECORDER, 239 WEST 39th ST., NEW YORK CITY 


THE GREAT NATIONAL SHOE WEEKLY 
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WHAT RECORDER READERS 


Editor, Boot AND SHOE RECORDER: 


FOR years and years, we have 
been taking a solemn “pledge of 
allegiance to the flag of the United 
States of America and to the repub- 
lic for which it stands—one nation 
indivisible, with liberty and justice 
for all”—but yet somehow it seems 
to ring meaningless today. 

As an American by birth and a 
shoe man by heritage and school- 
ing, I believe that American work- 
ers have the right to produce what 
America consumes. We should pro- 
tect men and women who have in- 
vested their youth and ambition in 
learning shoe manufacture, in the 
firm belief that a competent and 
beneficent government would pro- 
tect their industry from the unfair 
competition of cheap foreign labor. 

Right now, Big Business men 
and Little Business men are puz- 
zling how to combat this “reces- 
sion,” and its resultant serious 
unemployment problem. Our dis- 
placed workers are no longer mak- 
ing any American wages—yet while 
we are deliberating, shoes come in 
from Czechoslovakia and Japan, 
which further distress our industry. 

When jobs are thus exported to 
the foreign countries, the retail shoe 
men should pledge through their 
window displays to stock and sell 
only merchandise made by Amer- 
ican craftsmen, Nothing in the eco- 
nomic field is so deserving of the 
attention of American workers as 
this pledge. 

Our shoe manufacturers should 
take hold of this and bring the fight 
direct to the people. They consti- 
tute a sample of American public 
opinion. Our shoe industry is dis- 
tinctly typical of the best there is 
in American manufacturing—the 
type of industry which more than 
any other force—produced a stand- 
ard of living for American workers 
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THINK 


Opinions and Comment, on Topics of Trade 


Interest as Reflected in Letters to The Editor 


which was unheard of by unambi- 
tious workers of other countries. 

Our shoe manufacturers have 
taken their problem to our law 
makers in Washington, but to no 
avail. Their only alternative is to 
carry the fight direct to our people 
with educational literature and 
through the shoe retailers’ windows 
by means of effective cards and 
posters, as they have done from 
time to time during “National Foot 
Health Week.” 

This educational literature 
should analyze our new reciprocal 
tariff legislation, which has aided 
in building up employment outside 
of America, at the expense of jobs 
within the United States. They 
should be told that we had to re- 
duce our import taxes on the prod- 
ucts of foreign countries which 
ship their goods here, in return for 
which they promise to reduce their 
import taxes on the goods we ship 
them. Theoretically this sounds 
good, but how has it worked? This 
country is flooded with all the prod- 
ucts of Europe and Asia which, 
because of the pauper level of 
wages in those countries, undersell 
the product of our own factories 
and well paid work people. They 
should be told that for us to com- 
pete with Czechoslovakia, we would 
have to employ skilled American 
workers for 55c. a day. 

They should be told that 85 per 
cent of the receipts of American 
business go directly and indirectly 
to compensate workers, who in turn 
spend with merchants and _land- 
lords. 

These thoughts and many more 
should be conveyed to the Ameri- 
can public, and it remains for the 
shoe manufacturers to start the ball 
rolling and it will gain momentum 
when the shoe retailers get right 
behind. Until the American public 
becomes “U. S. Made” shopping 


conscious, we in the shoe industry 
stand to suffer with the other in- 
dustries of America. 


H. H. Prussack, 
1463 Castleton Ave., 
Staten Island, N. Y. 


The article, “There Ought to Be 
a Law,” by Martin Weledniger, in 
the May 21 issue, brought a num- 
ber of interesting letters, including 
the following: 


Editor, Boot AND SHOE RECORDER: 


What a “Point of Sale” story you 
had in the article, “There Ought to 
Be a Law,” appearing on page 30 
of the May 21 Recorper. 

As I went through this issue the 
illustration on page 30 caught my 
eye . .. it expressed something 
mighty familiar. I was immediately 
interested in the familiar dramatic 
situation you developed around the 
different customer types—they 
meant something to me as a pro- 
prietor or a man on the fitting stool. 
But your attitude, “Mr. Teacher,” 
. . . toward what I ought to do in 
coping with these situations, was 
mighty disconcerting. 

Wouldn’t it have been better to 
suggest that I convince the custom- 
er that it was the fault of the bad 
fit and not the shoes .. . then I 
could have made an extra sale of 
what appeared to be a costly ad- 
justment. I know three shoe men 
who handle adjustments alone in 
large and successful department 
stores, who always try to make a 
sale out of an adjustment before 
they give in. Trimfoot or any meta- 
tarsal insole, is just what the doc- 
tor ordered in such a situation. 


Wizard Company, 
J. B. Reinhart, Jr., 
Director of Sales 
and Advertising. 
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AUTUMN COLORS FOR HOSTERY 
Issued by Willys of Hollywood 


COLOR CARD FOR FALL AND WINTER, 19338 


HOSIERY SHADE 
DESERT CANDLE 


GOLDEN BUOY 
(Tan with sunburnt cast) 


SUN CUPS 


(Red gold of enveloping 
warmth 


BETLENUT 


(Rosy wine, a vibrant 
shade) 


WILD GINGER 


(Rich wood brown, fashion 
color) 


DOGWOOD 
(Deep bark brown) 


CHOCOLATE LILY 


(Royal brown with choco- 
late tint) 


PLUMBAGO 
(Wild plum) 


BIRCHWOOD 
(Beige taupe) 


SHOOTING STAR 
(Greenish blue) 


BLUE SPRUCE 
(Blue gray) 


NIGHTSHADE 


(Gunmetal black — brown- 
ish cast) 


COSTUME COLOR 


Dainty with evening shades—beige, champagne and 
white—lends luster to metallics, cream laces. 


Smart for the country club and outdoor scenes— 
for afternoon and evening—effective with black, 
coffee and green, yellowish green, pressed grape, 
golden yellow. 


Gorgeous color for day or night with all shades of 
brown, wines, fuchsia, beige, copper, rust, black 
and green—good contrast with blues. 


Ideal spectator shade with all colors of autumn 
leaves, yellow, rust, copper and gold. Effective 
with black, white, blues, wine reds, coffee brown 
and purplish blue. 


For outdoors and formal day. wear—with browns, 
greens, reds, wines, blues and black. Excellent with 
brown and tan combinations, and with navy and 
marine blues. 


For town and country wear with wine and berry 
shades. Enjoys exotic combinations with greenish 
browns, brownish greens and plum and grape 
shades. 


Radiant burnished cast keys with formal town 
shade—blues, wines, plum, blacks and browns. 


Ultra-rich, high styled shade for exclusive costume 
wear—has luscious depth with plum, purples, blues, 
wines, black and exotic contrast with copper, gold 
and browns. 


Highly effective shade with brilliant fall colors— 
autumn leaf tones of gold, copper and orange— 
foil for blues, wines, black, gray and green. 


Appropriate for the cocktail hour, with dresses long 
or short—in the deeper, luscious shades of plum, 
wine, dark brown, purplish blues and purplish green, 
black. 


A-charming dark costume shade, excellent with black 
and all blues, including purplish blue—smart in 
contrast with greens and deep reds and wines— 
lends depth to gray. 


A symphony with volume color. Lends enchant- 
ment to black or white and to metallic and glitter- 
ing fabrics—tones to wines, dark green and smoky 
grays—contrast with navy or marine blue—espe- 
cially appropriate for cocktail and other formal cos- 
tumes with depth and shimmer. 


FOOTWEAR HARMONY 


With gold and silver evening sandals—with white 
and champagne slippers—blends with jewelled and 
metallic strap sandals—suggests the nude in pointed 
Turkish toed slippers. 


Reflects the Highwayman influence—good with pig- 
skin and Indian tannage leathers—also to be worn 
with black, coffee brown, golden Havana which is 
a light brown that looks exceptionally well with 
black—also blends with blues. 


Smart with Indian tannage tans and accessories— 
good combination with blues, browns, wines and 
plum. 


Harmonizing with spectator shoes and dress shoes 
with camisole scallops, drapes and flutings—smooth 
leathers in black, wines, blues, coffee and golden 
Havana browns. 


Suitable for wear with browns in the India and 
golden Havana and coffee tones—with navy and 
marine blues—with plum—striking with reptile 
leathers. 


Merges with high cut dress shoes or mudguard 
spectator styles—blends with coffee and India 
brown—contrast with wines and plum shades. 


Correct with formal dressmaker shoes with soft, 
draped treatments, in smooth leathers and leather 
combinations—with plum, wines and black. 


For formal elegance with costume shoes having 
detail in eyelet and scalloped treatment—match- 
ing and blending with plum and wines—a good 
contrast with black, coffee and gray. 


Very smart with low-heeled walking shoes or high- 
heeled pumps of patent leather and combinations 
using patent leather—with all shades of blue: ma- 
rine, navy and Parisian—with black, gray and 
wines. 


Glamorous for formal wear with high-heeled, open- 
toed sandals, high cut pumps and Oriental inspired 
shoes, in wine, plum, black, blue in navy and marine 
shades and browns of light Golden Havana and 
warm India. 


Town shade par excellence, for wear with shoes of 
different height heels—for variations of the walk- 
ing oxford and high-cut pumps—with plum, wine, 
blue in navy or Parisian, and black. 


For formal dress wear with dressmaker type shoes 
using soft treatments in smooth leathers—also of- 
fective for day wear with heavy reptile skins stress- 
ing high front tongues and Valkyrie variations. 



























SELL MORE SHOES 


[CONTINUED FROM PAGE 24] 


You and I being in the strongest 
industry in the mercantile world are 
up against competition not alone in 
shoes, but in dresses, millinery, and 
accessories. But our job is to sell more 
shoes. It can be done—and we are 
going to do it. 

It is our job to make shoes so at- 
tractive that when a woman has so 
much money in her budget to spend 
on clothes, she will spend a larger 
percentage of that budget for shoes 
than for any other wearing apparel. 

And if you want to sell more shoes, 
you must make up your mind that not 
alone do you have competition from 
the direct shoe competitor, but from a 
department store angle, from every 
article in that store; and from a shoe 
store angle, from every store in your 
block. 

If there are any shoe buyers in 
department stores here today, you know 
mighty well the constant fight you 
have to get a window, and you are not 
fighting against the shoe department, 
but against clothes, hats, or dishes. 
And to try to sell more shoes, you 
have to get more displays. 


Promotion Sells More Shoes 


The same thing happens in a shoe 
store; a good shoe merchant might have 
ten or fifteen different lines in men’s, 
women’s and children’s shoes. The 
more prominent place he gives any 
special line, the more of those shoes 
will he sell. And he is not selling 
against shoes in his own store, but 
against the dress shop, and the mil- 
linery shop down the street. 

I know a shoe store in the central 
west, which at one time had one of 
the greatest shoe businesses of Amer- 
ica. That was 25 years ago, but the 
store gradually went downhill and 
downhill, In 1932 the owner of the 
store went to his sales force and spoke 
along the following lines: “All of you 
men know that my business has been 
steadily going down. I am going to 
liquidate it, but you men have been 
so loyal to me that I am going to keep 
on running until every one of you have 
found another good job for yourselves. 
Don’t worry about your job here; I 
will promise to keep going until you 
are settled elsewhere. I can afford 
to do it.” 

It happened that that night a Union 
was formed; a new kind of a Union, 
the kind that builds and makes busi- 
ness prosper. One of the older clerks 
in the store got the entire crew of 
salesmen together, and you can well 
imagine just about what was said. 
“If our boss,” said one of them, “has 
a heart of gold like this, why can’t 
we show our appreciation? Not by 
looking for new jobs, but by bringing 


back his business to him? Other people 
in town have gone ahead and we have 
slipped. The business has been here; 
maybe it is our fault.” 

That meeting lasted until two 
o’clock in the morning, and the next 
day a committee went to the owner of 
the store, told him that they were de- 
liberately cutting their own wages, 
that they would prove to him that the 
store was not slipping and would ii-t 
slip, and what happened? Amaz:ng, 
but nevertheless true, these clerks, 
these salespeople, took such a renewed 
interest in this business that when an 
advertisement went out, every man 
scanned it; when a window was 
trimmed, every man put his very heart 
into it; he talked about the store 
among his friends, and when a pros- 
pective customer came in, he or she 
was given a service, the like of which 
could not be duplicated in town. Sales 
went ahead, and today this store is 
back among the most. prosperous shoe 
stores in America, and has the biggest 
eall trade of any store I know of. 
And again the same store, the same 
people, the same shoes, but a renewed 
enthusiasm, the will to sell more shoes. 

In reading Dale Carnegie’s book, 
“How to Win Friends and Influence 
People,” you probably know and heard 
of everything that was in it, but the 
big thing is to practice it. 

I have seen time and time again 
the same shoes sold successfully by 
one man, and unsuccessfully by an- 
other. I have seen two stores time and 
time again in similar locations, with 
the same advantages, one successful, 
the other unsuccessful. But what one 
man can do, another can do, and if 
you will remember that back of your 








St. Louis, Mo.—There may not be 
anything “new under the sun” but there 
are new applications of ideas and one 
such is illustrated here, based upon a 
foreign patent of the honeycomb rubber 
design. Bell Telephone adapts this same 
honeycomb rubber for non-skid bases 
for their telephones but as used in this 
metatarsal insole, it serves a two-fold 
purpose. Besides providing a non-skid 
base for the insole, the tiny air cham- 
bers form a cushion for the foot, thus 
absorbing walking shock. 
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ambitions, are ideas, enthusiasm, and 
the creation of a desire, you will un- 
questionably sell more shoes. 





Closing the Shoe Sale 


[CONTINUED FROM PAGE 19] 


Lastly, what about leaving the cus- 
tomer with an indelible impression of 
the salesman’s personal interest and 
the store’s efficiency? The history 
chart is one of the best methods to 
achieve this. 

Many stores use the chart to record 
the customer’s name, address, and a 
few items regarding size, style and 
last purchased, etc. Well and good, 
but why not a more thorough job? 
The sample chart diagrammed herein 
will be found to contain more-than- 
ordinary information about the foot. 
It is not complicated. It is not over- 
technical. There is a definite purpose 
and value to it. By knowing the main 
points about his customer’s foot type, 
the salesman’s time and effort in his 
repeat sales to that customer will be 
considerably reduced. He has a very 
clear picture of her foot in black and 
white. He knows beforehand what will 
and will not fit her foot. The guess- 
work and trial-and-error method are 
reduced to a minimum. Above all, he 
satisfies his customer’s wants and 
saves her time and his. It is a straight- 
to-the-point path to efficient and suc- 
cessful fitting and salesmanship. It 
eliminates “dabbling’—a factor an- 
noying to customer and salesman alike. 

When the customer knows that her 
feet have been charted and recorded 
and placed in the files of the store she 
at once realizes that she is in a com- 
petent establishment and hence will 
receive competent service There is 
psychology there, too. The customer, 
knowing her foot and shoe record to 
be in the files of the store, will consider 
without hesitation that that store is 
the logical place to go when she needs 
another pair of shoes. The thought 
that someone has her personal foot 
and shoe record is pleasing to her. 
That history chart is a lure—a lure 
that builds up a repeat business. And, 
mind you, repeat sales represents the 
foundation and continued success of 
any business. 





Increased Interest on 


Wedge Sole for Men 


MiAMI, FtA.—Wedge sole shoes for 
men are being offered in the Miami 
area and because of the popularity 
of this type with women, it looks as 
though it will be equally as good with 
men. However, men have been a little 
slow in adopting the new style, but 
are beginning to take to it. The wedge 
sole gives a level surface for greater 
walking comfort. The shoe is being 
shown in a number of versions, gray 
and brown suede with calf saddle, 
white calf with black or tan saddle, in 
tan and white or black and white ven- 
tilated. 
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Native Mexican 


No. 710—All natural or 
two-tone natural and 
brown. Men's sizes only 
(6-12) 


$21.00 


Per Doz. 


Men's 


IN STOCK For Immediate Delivery 


These authentic Huaraches (pronounced 
Chez”), hand-woven in Mexico, have woven their way 
into the hearts of the play-loving American public. 
Order now and cash in on the sandal-hit of the season. 


FRED LEIGHTON’S 
MEXICAN IMPORTS 


129 Fifth Ave. 


Nea” deat $23.40 
(sizes 3-12) Per Doz. 
Prices F.O.B. New York 


of neutral 


“‘Wa-Ra- 


To get plus value in shoes 
with built-up heels, specify 
“HERKOLITE Heeling." 
HERKOLITE Heeling is made 
leather fibres. 
That's why it can be finished 
by your manufacturer like 
natural leather to blend 
perfectly with uppers in style, 
beauty and tone. 


HERKOLITE 
Two-Tone 
Heel 


Write for samples 


HERKIMER 
FIBRE 


220 East 42nd St. 
New York City 











New York City 


HERKOLITE Heeling 








Colorful Hose Predicted for Fall 


[CONTINUED FROM PAGE 16] 


his leather jerkin, wide belt and high 
boots. “Wells Fargo” and “The Girl of 
the Golden West” have already added 
their stamp of approval to an age of 
high adventure expressed sartorially in 
stirring interpretations in leather. 

Front page news made by nations 
scarred by internal conflict or interna- 
tional warfare still inspires the Man- 
darin box coats of China; the colorful 
peasant embroideries of Austria; full 
skirted, high collared coats from Rus- 
sia; and the brilliance of color and the 
charm of lace from Spain. 

The natural feminine lines and curves 
continue to be accented in pencil slim- 
ness for day time, with fastenings at 
a high neck, and skirts slightly lowered 
from last season, according to this 
designer. 


High Molded Formal Shoes 


Formal wear will surely retain the 
high molded shoe, with new flattery 
gained by much dressmaker softness in 
draping, lacings and scalloped outlines. 
Willys focuses attention on the heel 
and seam by making them of velvet to 
reflect the highlights of a chiffon hose 
with stunning heel slenderness. 


Lisle, which has been revived with 
success for sports and spectator styles, 
will doubtless crash the new season if 
interest can be maintained by new 
weaves and new depths, and through 
the continued innovation of high shades 
for sports costumes. Lisle promises to 
please the smart woman, who welcomes 
the modernized return of an old fav- 
orite as a high fashion note. However, 
its acceptance will necessarily have 
limitations. 

A colorful Spring foreshadows a 
colorful Fall, with emphasis on rich- 
ness and depth of color—color carried 
tc new importance for hosiery and 
shoes. Shades of autumn woods min- 
gling the shades in harmonizing com- 
binations and contrasting beauty have 
first place. The wealth of the new sea- 
son will be reflected in the hosiery 
creations of Willys, who makes a study 
of the mode with an eye to coordina- 
tion of hosiery in accents that will in- 
dividualize the costume for stage, 
screen and the smart woman of the 
world. He is prepared to meet each and 
every fashion trend with hosiery in 
keeping with its mood, styled to the in- 
dividual, and with sufficient variety to 
invite every taste and preference. 


Opens New Store 


DETROIT, MIcH.—Thomas Podeszew- 
ski, who has operated the Podeszewski 
Shoe Store at 10005 Joseph Campau 
Avenue in Hamtramck, northeastern 
suburb, for fifteen years, has opened 
a new store at 9218 Joseph Campau. 
The new store will be a general family 
type store, of modern design. 

A deep vestibule gives the store un- 
usual volume of display space which 
is further enhanced by the use of two 
display counters, one on either side of 
the door. Chairs are arranged in two 
aisles down the center of the store, 
and open stock in the sales room gives 
a homelike atmosphere to the store. 


Successful in Shoe Business 
[CONTINUED FROM PAGE 21] 


Brown University. His son served as 
vice-president of the company and has 
been in charge of the men’s and chil- 
dren’s shoe departments. In January 
of the present year he was made presi- 
dent and general manager of the cor- 
poration and Frank E. Ballou became 
chairman of the board of directors and 
treasurer of the corporation. E. A. 
Smith is secretary. 

Harold Ballou is an active member 
of the Lions Club and of the Town 
Criers of Rhode Island and is an ardent 
parlor tennis player. 




















JUST AS IT CLICKS IN EVERY STORE IT GOES...ROYAL BOUCLE 


IS THE MODERN CARPET — THE ONE CARPET THAT EXCITES COMMENT 
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ROYAL BOUCLE CARPET CLICKS IN LEE’S 








Coll on Write 


to see samples of 


ROYAL BOUCLE CARPET 


Gentlemen: 
e It’s Tough 


e Cannot Shade 
e Has Permanent Twist 
e Cannot Show Seams 


e Not Affected by Washing 


MADE ONLY BY 


Mohawk Carpet Mills 










295 FIFTH AVENUE . NEW YORK 

BOSTON DETROIT PHILADELPHIA 
CHICAGO HIGH POINT SAN FRANCISCO 
DALLAS LOS ANGELES ST. LOUIS 


LEE’S SHOE STORES 


Style Leaders‘of Quality Footwear 


Mohawk Carpe} Mills 


We are so much pleased with the new liohawk Boucle carpet 
specified by our architect, Mr. William Schlessinger, for our 
store in East St. Louis, Illinois, that we feel it is only 
fitting and proper that we write you of our experience. 


From a practical standpoint, may we state that it is the 
first and only carpet we have ever purchased that does not show 
the foot marks for several weeks, and does not require a similar 
period of time for the fuzz to creep out. Its rugged looking 
texture enhances the appearance of the store by its beautiful 
subdued tone of color. We cannot emphasize too strongly the 
desirability of this carpet for shoe store use. 


1418 WASHINGTON AVENUE 


ST. LOUIS, MO May 25, 1938 


Very truly yours 


F. Levy Shoe Company 


ite" 











Shoe Men Asked to Cooperate 
With Census Bureau 


Wasuincton, D. C.—Shoe retailers and wholesalers 
throughout the country who have been called on by 
the Bureau of the Census to furnish pertinent facts 
concerning their operations during the year 1937 and 
the first two quarters of 1938 are urged to cooperate 
fully by filling out, immediately, the questionnaires 
which have been supplied for this purpose. The sched- 
ule has been sent from the Philadelphia branch of the 
Bureau. Retailers and wholesalers are being asked to 
fill out the questionnaires immediately after June 30 
and mail them in sufficient time to reach the Phila- 
delphia office on or before July 15 where arrangements 
have been made to tabulate and publish the results 
immediately. The Bureau emphasized that this survey 
is of a current character and that the early publication 
of the results is essential in order to be of maximum 
value. 

Prompt attention to this matter, the Bureau said, 
will enable the Census to begin publishing, during 
August, 1938, the first releases showing such basic 
facts as sales and payrolls by quarters. In addition 
to obtaining information on sales and payrolls by 
quarters for 1937 and the first two quarters of 1938, 





the inquiry will seek to obtain facts concerning cash 
sales, credit sales and installment sales, and stocks on 
hand for specified periods. 

The Bureau poiuts out that there should be no hesi- 
tancy about furnishing the data as the Bureau will 
adhere strictly to its usual policy of keeping confi- 
dential all information furnished by an individual 
establishment. The returns will be used solely in con- 
junction with other similar reports in the preparation 
of statistical tables. 

The current Census is voluntary as were the Censuses 
of 1933 and 1935, in both of which the Bureau of 
the Census obtained the cooperation of almost 100 per 
cent of the retailers and wholesalers. 

The establishments to which the 1937-38 Nite 
have been sent are those that reported for the 1935 
Census of Retail and Wholesale Trade. . This Census 
will, therefore, represent identical establishments, and 
payroll and sales information will also be published 
for such identical establishments for the calendar years 
1935 and 1937 and the first two quarters of 1938. This 
will provide a basis for direct comparisons of the same 
establishments for these periods and will furnish a 
true picture of the significant changes that have 
occurred in retail and wholesale trade for a period of 
more than three years. 
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Bumper Crops to Help Nebraska Trade 





Retailers Planning to Buy More Heavily Than in Any Year 
Since 1932—Convention Elects Sloan Culver President 


LINCOLN, NEB.—The Nebraska Shoe 
Retailers held their annual convention 
at the Cornhusker Hotel in Lincoln, 
June 5 and 6, with a large attendance 
of both Lincoln and out-state shoe men. 


SLOAN W. CULVER 
Newly Elected President of the 
Nebraska Shoe Retailers Asso- 

ciation 


The convention got under way at 2 
p. m. Sunday with President C. C. 
Hainline of Lincoln presiding. The 
members were welcomed by the Mayor 
or Lincoln, Oren S. Copeland, who in 
his address, pointed out the many fac- 
tors that promise unusually good busi- 


ness in Nebraska. during the present. 


year. The drought in the state has 
broken and the biggest wheat crop in 
years is almost ready to harvest and 
is practically assured. The yield is 
estimated to be one of the greatest 
ever produced in Nebraska. The splen- 
did rains, too, have raised the confi- 
dence of all the inhabitants of the 
state and lead many of them to the 
well founded conclusion that there will 





DATES TO REMEMBER 


Michigan Summer Shoe Fair, Pantlind 
Hotel, Grand Rapids, Mich. 
June 19, 20, 21, 1938 
Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, III. 
June 20, 21, 22, 23, 1938 
Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 
June 27, 28, 1938 


Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Cenvention, 
William Penn Hotel, Pittsburgh, Pa. 

July 10, 11, 12, 1938 

Charlotte Shoe Fair, Hotel Charlotte. 
Charlotte, N. C.....July 10, 11, 12, 1938 


Boot and Shoe Travelers Association 
af New York, Annual Summer Out- 
ing, Karatsony’s, Glenwood Landing, 
WR pts ccs«cuaenseunes July 14, 1938 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N. Y July 31, August 1, 1938 
National Industrial Stores Association. 
12th Annual Convention, Hotel 


Netherland-Plaza, Cincinnati, Ohio 
September 19, 20, 21, 1938 





be an excellent corn crop as well as 
small grain crops. 

These developments have brought 
about an optimism in the entire state 
and as a result the shoe retailers are 
expecting the best year since 1932. 

University of Nebraska Professor 
Dana F. Cole, president of the Lincoln 
Chamber of Commerce, addressed the 
convention and pointed out the greater 
than ever need of cooperation. He 
stressed the fact that all retailers must 
work together, both for self protection 
against outside forces that tend to 
strangle initiative and against factors 
that if allowed to continue unchecked 
will eventually mean the collapse of 
the credit system. 

In the business session Sloan Culver 


‘ of Lincoln was elected president and 


[TURN TO PAGE 37, PLEASE] 


Wholesale Association 


Installs Officers 


NEw YorRK—The Wholesale Shoe 
Men’s Association of New York in- 
stalled the new officers and directors of 
the organization recently, at a meet- 
ing at Edison Hall, this city. Follow- 
ing the installation ceremonies, dinner 
was held at Chin Lee’s restaurant. 

New officers are Herman Becker, Nu 
Way Shoe Co., president; Harry A. 
Cohen, Crescent Shoe Co., first vice- 
president; Nat Goldman, Nu Way, sec- 
ond vice-president; S. S. Koppel, Dr. 
A. Posner Shoes, secretary; Aaron 
Schwartz, Wearwell Shoe Co., trea- 
surer; Manny Harris, J. Weiss Shoe 
Co., sergeant-at-arms; Solomon Schleif- 
stein, Golo Slipper Co., assistant ser- 
geant-at-arms; I. Brooks, Morris Shoe 
Co., chaplain. 

Jacob M. Branvein, M. J. Saks Shoe 
Corp., and Mr. Landman were named 
directors for a three-year term. Irving 
Schildkraut, Diamond Shoe Co., was 
named a trustee for a three-year term, 
Otto Reiter, of Golo, for two years, and 
Morris L. Silverstein, Levy Bros., for 
one year. 


Leather Men to Hold Outing 


CHICAGO, ILL.—The Hide and Leath- 
er Association of Chicago will hold a 
golf outing at the Briargate Country 
Club at Deerfield, on Friday, June 24. 
All leather and shoe men as well as 
their friends are invited for the all-day 
affair. Many prizes will be awarded, 
included in which is a silver cup to be 
awarded to the winner of the tourna- 
ment. This cup will remain in the pos- 
session of the winner for one year. 

Besides the golf, there will be other 
diversions for non-players such as 
horseshoe pitching, baseball, etc. 

Tickets for the outing are $3.00 
which includes green fees and dinner. 
Luncheon can be served at the club, 
for which the members will pay sepa- 
rately. 


Lewis Putzel Visits Los Angeles 


Los ANGELES, CALIF.—Lewis Putzel, 
treasurer of Clement and Ball, Balti- 
more shoe manufacturers, was in Los 
Angeles, visiting accounts in his swing 
around the country for his firm. 
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Artistic U.S.M.C. Display at the Boston Shoe Fair 
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The interior of two rooms in the Statler Hotel were completely rebuilt to capture the spirit of a modern salon in the 
season of Fall, 1938 was an accomplishment by Col. Charles T. Cahill. It was the most effective display in the experience 
attendance 


of the Corporation and the 


during the Boston Shoe Fair week was greater than at any exposition, anywhere, in five 


years. It proves the contention that display makes interest and beautiful shoes deserve a beautiful setting. 
It was headquarters for the United Shoe Machinery Corporation staff and visitors for the week. 


In a setting so completely different 
that there was no hint even of the 
standard finish of the regular rooms in 
the Hotel Statler, the United Shoe 
Machinery Corporation displayed some 
of the most beautiful styles shown at 
the recent annual Boston Shoe Fair. 
Attracting unusual attention were some 
special shoes with intricate stitching 
and fitting, some made by the Del-Mac 
process, others Littleway sewed. 


Tables and walls in the two-room 


suite on the seventh floor of the Hotel 
Statler were cream colored; cabinets 
were light green, as were the shades, 
also; while the furniture was black and 
white. Unusual features of the setting 
were a fireplace and the illusion of a 
baleony overlooking a New England 
woods scene. 

Styles chosen for display in this 
modern, artistic setting were the modi- 
fied wedge heel type, mud-guard pat- 
terns, camisole effects and platform 


shoes, as well as light, dainty evening 
slippers and more staple patterns—in 
a wide range of accepted colors and ma- 
terials. 

Special lighting effects added to the 
effectiveness of the display, which was 
visited by many hundreds of buyers and 
— during the four days of the 

alr. 

The interior decoration was designed 
and installed under the supervision of 
Col. Charles T. Cahill, publicity direc- 
tor of the United Shoe Machinery Corp. 
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NEW SURFACE for 
CHILDREN SHOES — 


PLEASE SEND BOTTLE OF LEATHER RENEW FREE 


CAVALIER 


TOP-SIDER — 
the only sole 
that won't slip 
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NEW HAVEN, 








-»CAN'T slip on any sur- 
face. Different... ingeni- 
ous ... ron-marking ... 
self-cleaning. Now featured 
on canvas yachting and 
tennis oxfords, leather sport 
shoes, moccasins and rub- 


ber boots. Write for details 


to: 
SPERRY SHOE COMPANY 


Dept. BS— 151 Court St. 
CONN. 


The MOST ASKED ABOUT SOLE 
“TKN AMERICA 














Bumper Crops to Help 
Nebraska Trade 


[CONTINUED FROM PAGE 35] 


Vie Rogers of York, vice-president. 
R. V. Koupal, as secretary of all Ne- 
braska Retail Associations, holds that 
position with the Nebraska shoe re- 
tailers. 

The resolutions committee has Fred 
Wells of Lincoln, chairman, C. C. 
Hainline, Lincoln, and Paul Kernan 
of Hastings. The committee was dele- 
gated to draw up a resolution on the 
Wage-Hour Bill now before Congress. 

Next year’s convention will again 
be held in Lincoln. Buying was rather 
conservative, but the price trend was 
a little higher than in prior years, 
with most of the retailers planning 
to put in larger stocks than in any 
year since 1932. 

Most of the lines are showing many 
new patterns for both men and wo- 
men, with retailers reporting that their 
demands in men’s shoes are mostly in 
the heavy types, black and brown, 
with a good demand in the cities of 
over 5000 for Cordo, luggage tan, 
shrunken grain and water-tight calf- 
skin, 

In women’s shoes it is mostly step- 
ins, swing straps and ties in that 
order, although some report a fair 
demand for drapes. In sport shoes 
the monk type seems to predominate. 
Suede and doeskin are favored with 
black a big favorite; brown, plum, 
burnt earth, wine and some blues are 
the most called for shades. High ef- 
fects are reported in the higher priced 
shoes, a lower heel being in favor in 
the lower priced lines. 


Trends in Lasts 


BostoN—Vulcan Corporation had an 
extensive display of men’s and wo- 
men’s lasts and heels at the Boston 
Shoe Fair. There was exceptiorial in- 
terest in this company’s women’s 
square toe Tyrolean type lasts on 
which volume shoe production is in 
process; also in new wider round toe 
22/8 heel models. Sales are also run- 
ning well on new 16/8 and 17/8 heel 


Trophy Window Creates Much Interest 


New York—Joseph Bigley. 


. manager of the Hanan & Son store at 1375 


Broadway, here, availed himself of an opportunity last week which resulted in a 
lot of interest for his store and many new customers. This store is located in the . 
heart of the wholesale garment trade in New York and once a year the Garment 
Salesmen’s Guild holds a golf tournament and outing with many attractive 


trophies as prizes. 


Being personally acquainted with Carl Lippman, president of 


the Guild, Joseph Jossel, chairman, and Nat Sandler, Mr. Bigley secured per- 
mission to show the prizes and trophies in his window along with a display of 


appropriate footwear. 


This attractive and interesting window was the result. 





styles, not only to take advantage of 
striking character of the new toes 
but also because of the increasing suc- 
cess of Vulcan’s exclusive mechanical 
process of “breaking down” and grad- 
ing, that great feature of Vulcan 
craftsmanship. 

In men’s lasts there were sales on 
the square toe, side-walled styles, also 
new English and new custom toes. 
Heavy brogues are particularly inter- 
esting and modified brogues are promi- 
nently in the picture. 


Tanners Form New Group 


MILWAUKEE, Wis. — The Tanners’ 
Production Club has. been organized 
here by August C. Orthmann, presi- 
dent of Orthmann Laboratories, Inc. 
It is planned to hold meetings four or 


five times annually and to make the 


group national in scope with affiliates 
in New York, Boston and Philadelphia. 
Its purpose is to provide an opportu- 
nity for men in the tanning industry 
to exchange ideas. 


Thom McAn Lowers 
Summer Prices 


New YorK—A nationwide sale of 
all men’s sport shoes and all women’s 
Summer shoes was started recently in 
the 670 Thom McAn stores throughout 
the country. The price of men’s sport 
shoes was dropped from $3.30 to $2.85 
and that of women’s Summer shoes 
from $3.50 to $2.95. The company 
stated that the sale was inspired by 
the generally backward season, plus 
unemployment and poor business con- 
ditions. 
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Reinforcement 
Vamp and Quarter Lining 
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Predicts Production Increase 
Around August | 


Boston, Mass.—That inventories of 
style shoes have been so seriously de- 
pleted that it will require a very much 
speeded-up production to fill the needs 
of a normal Fall business is the con- 
sidered opinion of Bernard S. Solar, 
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FLEXIBLE TAP DANCING SHOES 
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BERNARD S. SOLAR 


president of the Compo Shoe Machin- 
ery Corporation, who has just returned 
from a visit to every important shoe 
center of the country, during which he 
made a survey of the prospects for the 
coming season. 

“Production of most kinds of goods,” 
he says, “is well under current con- 
sumption and inventories should be 
sufficiently reduced by August 1 to 
warrant expectation of an increase in 
industrial production at about that 
time.” 

While price is still an important fac- 
tor, Mr. Solar is optimistic regarding 
the prospects for an increase in the 
better grades. There are certain clear 
indications, he believes, that the public 
is willing to pay something extra for 
new styles and attractive novelties. 

“Of course,” he comments, “the shoe 
industry, like every other business in 
the country, is affected by general eco- 
nomic conditions. I feel that whatever 
may be the ultimate result of the gov- 
ernment’s spending-and-lending pro- 
gram, it is sure to have an early stim- 
ulating effect on all business and that 
this will be noted before the Summer 
is very far along.” 





W. T. Livingston Celebrates 
65th Anniversary 


DETROIT, MicH.—William T. Livings- 
ton, president of R. H. Fyfe & Co., 
was tendered a banquet recently, at 
the store, by employees of the com- 
pany. The affair was given in honor 
of the close of Mr. Livingston’s sixty- 
fifth year of service with the firm. 
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STOCK NO. 463 


FLEXIBLE ‘ors 


are the solution to the problem of ''re- 
charging" your children's Shoe Department 
to replace the older children who graduate 
to adult sizes. Produced by the leading 
baby shoe manufacturer, mothers are pre- 
sold on the familiar brand. 


MRS. DAY'S ‘OEA4t2A8Y 


SHOE COMPANY 
DANVERS, MASS. 


STOCK NO. 462 








Mr. Livingston entered the employ 
of the company as an errand boy in 
1873. He was made president of the 
company six and a half years ago fol- 
lowing the death of R. H. Fyfe. He 
is 80 years old and is active in the 
company. 

At the banquet table were 14 other 
members of the Fyfe Co. staff, each 
of whom has a service record of 20 
years or more. 

Miss Ethel McCarthy, personal shop- 
per and head of the delivery depart- 
ment, with a record of 26 years with 
the company, presided at the dinner. 





Harry A. Gibson Returns 


to Coast 


SAN FRANCIscoO—Harry A. Gibson, 
whose record of success as buyer for 
the White House store in San Fran- 
cisco led to his becoming buyer for 
William Hengerer Co., of Buffalo, is 
back on the Coast as buyer and shoe 
department manager for O’Connor, 
Moffatt & Co., San Francisco, one of 
that city’s best known and oldest 
houses. This store has added a new 
department of children’s, misses’ and 
growing girls’ shoes and also on the 
fourth floor a boys’ shoe department. 
Mr. Gibson has been a director of the 
New York State Shoe Retailers Asso- 
ciation, which position he has resigned, 
with the comment that in his opinion 
this “is one of the outstanding shoe 
retailers associations in all America.” 
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Portland Store in Modern Trim 


An outstanding example of the modern trend in shoe store design is this beautiful 
Southwood store in Portland. Note the large lighting well in the ceiling which 
gives the room a day-like atmosphere. 


PORTLAND, ORE.—Southwood, Inc., in 
Portland boasts of one of the most mod- 
ern and beautiful shoe stores in the 
Pacific Northwest. No expense was 
spared when alterations were made some 
months ago, to create a store front of 
dignity and simplicity through the use 
of the latest developments in glass 
brick in combination with Vitrolite 
paneling in light gray and _ black. 
Unique lighting effects in Neon tubing 
of sea green and gold further en- 
hanees the store’s beauty. Curved win- 
dows line the terrazzo entrance floor 
in which the words “All Hail Your 
Feet” are inlaid in bronze. 

The interior, indirectly lighted, is 
in green and rust with natural birch 
paneling. Chairs are of chromium up- 
holstered in green leather to blend with 
the walls. In the front of the store is 
located a modernistic hosiery bar done 
in buff leather and natural birch with 
chrome trim and black Vitrolite top. 
Offices and adequate stock room are 
concealed in the rear of the store. 

The result is a modern treatment 
in a style of restrained taste that is 
unusual and demands careful atten- 
tion. In keeping with the appeal of 
the store to the more exclusive trade, 
its appearance is that of a place for 
those who expect better things in taste 
and merchandise. 

Southwood, Inc., came into existence 
as a result of the reorganization of 
the firm of Harry F. Goldstein Verified 
Footwear, Inc., formerly located at 821 
S. W. Morrison Street. The present 
corporation has as_ its personnel: 
Southwood B. Morse, president; W. P. 
Lanigan, Jr., vice-president; Fred S. 
Orth, secretary-treasurer and general 
manager. Also associated are Mr. Ross 
Bothwell, formerly of the Foot Relief 
Shoe Store of this city, and Lena 
Bothwell who is in charge of the 


hosiery department. The firm is ex- 
clusive dealer in Portland for Dicker- 
son Verified Arch-Lock and Arch Re- 
lief footwear. 

Mr. Morse was for ten years asso- 
ciated with Brauer Bros. Shoe Com- 
pany of St. Louis, manufacturers of 
women’s shoes. 


Waterproof Leather in 
Growing Demand 


Boston, Mass.—D. N. Gutmann of 
Gutmann & Company, Chicago tanners, 
who attended the Boston Shoe Fair, re- 
ports an increasing demand for his 
waterproof leather, “Shed-Rain,” and 
attributes its sale to the fact that, for 
the first time in many years, it has 
made possible a distinct type of men’s 
sport shoes for Autumn selling at re- 
tail. “Practically all the leading manu- 
facturers of men’s footwear,” he says, 
“have put it in their lines in sizable 
quantities. While it comes in a range 
of colors, the shade known as ‘natural’ 
is the one which seems to excite the 
most interest.” 

During the first five months of this 
year, Mr. Gutmann’s company has 
shipped more leather than during the 
same period in 1937, which is some 
kind of a record. Mr. Gutmann also 
had on display in Boston, during the 
show, another new leather so closely 
resembling cordovan that even some 
expert shoe men could not tell the dif- 
ference. This, too, is a kip side, vege- 
table tanned. The tannage, in fact, is 
identical with that used in the pro- 
duction of cordovan. 


B. E. Enos with Pepperell 


Boston, Mass.—The Pepperell Man- 
ufacturing Company announces through 
Louis T. Bartlett, head of the Shoe 
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Fabrics Division, the addition of Ben- 
jamin E. Enos to the staff of shoe 
lining salesmen. 

Mr. Enos started in the shoe con- 
verting business in 1900 and has been 
affiliated with the firm of D. B. 
Purbeck and Company for the full 
length of his business career up to the 
present time, serving as partner for 
the past twenty-five years. In this po- 
sition he has traveled extensively 
throughout the country, calling on the 
shoe trade. 

In his new position with Pepperell, 
Mr. Enos will travel through Maine, 
New Hampshire and Massachusetts 
calling on all shoe manufacturers. His 
samples will include all of the current 
linings now sold by Pepperell and also 
the ever-popular Vulcalining, the shoe 
lining specially designed for use with 
ventilated shoes. 


Howell Co. Appoints 
Ad Agency 


Cuicaco, ILtut.—The Howell Com- 
pany, St. Charles, IIl., manufacturers 
of modern Chromsteel, furniture, have 
placed their account with Aubrey, 
Moore & Wallace, Inc. New Fall plans 
include an enlarged national campaign 
on Chromsteel furniture for the home, 
together with an extensive trade pa- 
per schedule on the commercial appli- 
cations of this furniture. 
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Frank Rice With Ebberts 


ROCHESTER, N. Y.—The many friends 
of Frank W. Rice, popular shoe sales- 
man of this city, will be pleased to 
know that he has been appointed to 
sell the women’s shoes of the John 
Ebberts Shoe Co., Inc., of Buffalo, in 
the states of New York, Pennsylvania 
and West Virginia. He formerly rep- 
resented Utz & Dunn Co. and later 
Sherwood Shoe Co., of Rochester, on 
this same territory. 
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Mittelman Elected Officer 


of Retail Group 


DETROIT, MicH.—Maurice A. Mittel- 
man, of Russek’s, former president of 
the National Retail Shoe Dealers 
Assn., was elected second vice-presi- 
dent of the Detroit Retail Merchants 
Assn. at a meeting held Tuesday in 
the Book-Cadillac Hotel, to assume 
duties July 1. 

At the same meeting Steven J. Jay, 
of R. H. Fyfe & Co., and Stuart J. 
Rackham, of Stuart J. Rackham, Inc., 
were appointed to the Board of Direc- 
tors. 













Kaufman’s New in Rochester 


RocHESTER, N. Y.—George Kauf- 
man, former shoe manufacturer and 


a long time with W. B. Coon Co., Inc., ‘ 
has opened a shoe store at 334 Monroe FOR MEN'S & WOMEN'S 


Avenue, where he is featuring wo- 

men’s shoes principally. Later he pro- SPORT SHOES 
poses to add men’s and juvenile shoes. because they're economical 
He believes a quality service will bring Ruffit has proved to be the most 
him many customers who heretofore 
have traded in the downtown stores. 











satisfactory, most popular, nap- 
sueded aniline-dyed leather for 
sport, spectator and all out-of- 
doors wear. Most buyers specify 








Heywood Elects New Officers 








WORCESTER, Mass.—At a meeting of Ruffit. 

the directors of Heywood Boot & Shoe e 

Co., in their offices at 75 Winter Street, 

the following were elected: SLATTERY BROS. 
President, Chester D. Heywood; TANNING COMPANY 





vice-president and treasurer, Bertram 210 SOUTH ST. TANNERIES 
S. Newell, and assistant-treasurer, BOSTON, MASS. SALEM, MASS. 


Charles S. Hoar. 





















Packard-Rellin Store Modernizes 
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Milwaukee, Wis.—“To put new life in the old busi m nize!” says 
Fred Weil, manager and vice-president of the Packard-Rellin Shoe Co., in down- 
town Milwaukee, of which Charles M. Ronssy is president. 

The interior of the store at 314 W. Wisconsin Ave., has lately been redone in 
the latest streamlined style. Indirect lighting, air-conditioning, deep-pile carpet- 
ing in soft green flecked with cream and rose, comfortable chairs in ivory leather 
with rose trim, chromium ash receivers within easy reach of every chair, rich 
green draperies, the color accents of the display merchandise in the indirectly- 
lighted wall niches, the attractive recessed hosiery and bag department—these 
features make Packard-Rellin one of the shoe stores that smart Milwaukee 
women patronize. 

Packard-Rellin is noted in Milwaukee for high-style merchandise. They fea- 
ture the newest and latest. Bag and shoe ensembles are one of the store’s 

merchandising features and a very successful one. 
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All Aboard for Men’s 
Shoe Week 


[CONTINUED FROM PAGE 15] 


mail, card cards, lettered posters. Fall 
leaves and chrysanthemums can_ be 
suggested for added touches. 

The newspaper ad committee should 
decide whether a special section, a 
page combining story and ads, or a 
series of announcements and follow- 
ups grouping all store names in each 
ad, is most practical. Many papers 
will permit special arrangements with 
regard to space allowances, but re- 
member many people come to the paper 
with “axes to grind,” so act accord- 
ingly. You’ll find the people on the 
paper glad to cooperate, but the com- 
mittee should try to handle the space 
getting, so that merchants will know 
that it is not a newspaper “stunt” to 
sell space. 

Both advertising and display will be 
given more attention in forthcoming 
articles. 

The direct mail committee can use 
the reprints of the style story pre- 
viously suggested with an announce- 
ment-invitation on which the names 
of all the participating stores appear. 
A general list can be used, such as 
the voting lists, or any other that gives 
good coverage. Tan paper with brown 
ink is good for the invitation. 


National Men’s Shoe Week 
September 10-17 

is being observed by 

the undersigned stores 
You are cordially invited to visit 
your favorite shoe store to see the new 
Fall shoes and learn what is correct 
for all occasions for the Fall season. 


(Store Names Here) 


Another angle to think of is getting 
the interest of women. In addition to 
having the style writers of the papers 
write on the subject from a woman 
stylist’s viewpoint, a letter to women 
can be used (enclose a reprint of the 
newspaper style story). 


Dear Madam: 

You know how much smarter a cos- 
tume looks when accompanied by the 
right shoes. And also that it is actually 
economical to wear the correct shoe 
for each occasion. 

Now we're asking you to help us 
teach the men folks in your family the 
same thing—to wear the right shoes 
with each outfit. 

September 10 to 17 is National Men’s 
Shoe Week. The (town name) stores 
are showing all the new Fall styles. 
We hope you’ll find time to see them. 

Every woman likes to see her men 
folks well dressed. Thanks for helping 
us, 


Yours very truly, 


Radio spots and talks will help. So 
will shoe style talks made to men’s 
clubs, provided the speakers are per- 
sons with an authoritative background. 


[41] 


Style Highlights from Boston-Shoe Fair 





Platform Soles Again in the Limelight as Most Interesting New 
Development—Stepins Appear in the Lead among Patterns . 


BostoN—Shoe styles at the Boston 
Fair followed two pre-season indica- 
tions which will be found generally 
throughout the country during the 
coming Fall season. Incorporated in 
various versions in all price ranges 
and in a variety of styles are the plat- 
form soles and the camisole treatment. 

Probably of most interest to both 
buyers and manufacturers was the 
platform sole, which appeared in near- 
ly as many versions as there were 
houses represented. Although so far 
most of the manufacturers of volume 
shoes are showing this treatment in 
only a few patterns, the higher priced 
groups are presenting a wide variety 
of treatments. Some extremes carried 
platform soles as thick as a half inch, 
but most houses expected the most 
popular numbers to be those with the 
quarter and one-eight inch treatment. 
They appear in evening slippers, step- 
ins, dressy oxfords, spectator sports, 
and even in versions of the saddle 
oxford. 

Several houses have developed flex- 
ible platforms for use in all styles, and 


Suede costume for carefree hours as 
worn by Joan Beniiett of Paramount 
Pictures. Mannish tailored slacks, 
hip-length matching jacket, but- 
toned-in-the-back polo shirt, cap and 
platform shoes are all of suede. De- 
signed by Voris of Hollywood. 


others are developing their lines with 
imitation platforms, with the idea that 
women are interested in a platform 
appearance rather than an actual ele- 
vation of the sole. Platforms appear 
in single colors contrasting with the 
shoe color and in two-tone effects; in 
lacings and in weavings. 

The camisole development with scal- 
loped top and draw-string lacing car- 
ries us back to our grandmother’s day 
and the old-fashioned corset cover, and 
appears a strong favorite in oxfords 
with draw-string and in popular step- 
in patterns without the draw-string. 
Developed in the higher priced lines, 
and especially as a treatment for cor- 
rective type shoes, the camisole has 
been carried down through the entire 
price range. 

The stepin appeared the most popu- 
lar pattern of the show with a variety 
of trimming developments. Sandalized 
pumps also came in for a lot of in- 
terest. Draped effects and bow treat- 
ments for the dressier and afternoon 
shoe were also important, particularly 
in the volume lines. 

There was a definite holdover of the 
mudguard treatment also, with as 
many varied versions as there were 
lines being shown. Many manufac- 
turers are now using the modified mud- 
guard version not only in sport shoes 
and oxfords, but also in dressier pat- 
terns. Several houses are carrying the 
scalloping of the camisole top treat- 
ment down into the mudguard in an 
open lacework effect. 

The wedge heel remains, but not 
with the popularity of the early sea- 
son. It is found chiefly in the cheaper 
lines with little interest in the upper 
price brackets. One interesting devel- 
opment shows it in the evening slipper 
field in silvers, satins, and _ velvets, 
and in all colors. Modified wedge heels 
of the Dutch Boy version appear good 
in the spectator sport field. 

Perforations are much in the picture 
for the earliest Fall wear. For later 
selling, practically every shoe in the 
show had some trimming feature. 
Probably the most interesting one is 
the evidence of this trend in the cor- 
rective and health type shoes which 
are now as well-styled in proportion 
to their construction as are the regu- 
lar style leaders. 

Suede in combination with other 
materials was, of course, most popular. 
This appeared in treatments’ with 
braiding, lacing, weaving, checker- 
board, and other effects worked out in 
patent, kid, calf, satin, and _ other 
materials. 

In spectator sport shoes there is the 
indication of the beginning of a trend 
away from the saddle oxfords to treat- 
ments embodying the platform sole. 

[TURN TO PAGE 44, PLEASE] 
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Opens Second Store 


MILWAUKEE, Wis.—The National Re- 
tail Shoe Stores has opened its second 
store here at 1211 W. Lincoln Ave. 


Colorful Style Show 
in Cincinnati 

CINCINNATI, OHI0O—The highlight in 
the entertainment program of the 
Midwest Shoe Fair took place Monday 
evening, June 6, when several thou- 
sand shoe men and their friends gath- 
ered in the Hall of Mirrors of the 
Netherland Plaza Hotel to view a 
glamorous and dramatic style show 
and floor show following the annual 
banquet. 

Twenty-four beautiful 4B models 
showed one hundred and twelve pairs 
of the newest Fall shoes. The girls 
were attractively dressed in white 
satin costumes trimmed in black vel- 
vet. They promenaded on a runway 
stretching practically the full length 
of the Hall of Mirrors, which was 
backed by a stage draped in black 
velvet and cloth of gold. The demand 
for runway representation was so 
heavy that it was necessary to reject 
applications. In conjunction with the 
style show a 10-act vaudeville floor 
show was presented under the super- 
vision of Miss Ruth Best and this was 
followed by a dance in the Pavillion 
Caprice to the music of Cliff Burns 
Consoliders. 

There were many glamorous evening 
shoes displayed on the runway. Many 
metallics were shown and, of course, 
gold and silver mesh were seen fre- 
quently. Several of these shoes fea- 
tured embroidered trimming as _ well 
as beading and black and gaily colored 





New Levine Store Opened 





Pittsburgh, Pa.—Samuel B. Levine, 


business for more than 16 years and is 
well known in the trade. 
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shoes studded with rhinestones were 
highly approved. Platform shoes were 
well represented among the evening 
sandals and appeared most often in 
metallic or brocaded fabrics. Open toes 
and open backs again proved popular 
and will undoubtedly continue to pre- 
dominate. 

Dressy afternoon shoes featured the 
new camisole line as well as platforms 
and were most often developed in 
suede. Black was again the most high- 
ly favored color, although many of 
these Fall shoes were trimmed in 
shades of plum, tan, and green. Among 
the newer notes in this type of shoes 
were the dressy afternoon and street 
shoes developed in black or colors and 
trimmed with gold or silver bows or 
pipings. 

There was an interesting representa- 
tion of calfskin and kid shoes and 
from various reports heard at the Fair 
it seems that these leathers are going 
to be in much greater demand than 
they have been for many seasons. Rep- 
tile trim was noticeably important. 

The simpler types of walking shoes 
were well represented and many of 
them showed the tendency toward 
higher styled patterns which is evi- 
dently becoming almost imperative in 
this type shoe for the coming Fall 
season. The American Huarache san- 
dal was also represented on the run- 
way in attractive combinations of 
colors, as was a ski boot which brought 
an entirely new note into the show. 

















BOOT ano SHOE RECORDER, June 18, 1938 


Winners in Salesmen’s Contest Announced 





Patrick A. Morgan, of Robinson’s Shoe Store, Kansas City, 
Awarded First Prize for Best Letter on Retail 
Shoe Salesmanship 


Winners in Boor AND SHOE RE- 
CORDER’s prize contest for retail shoe 
salespeople were announced this week 
as follows: 

First Prize $50.00—Patrick A. Mor- 
gan, Robinson’s Shoe Store, Kansas 
City, Mo.; Second Prize $25.00—Fay 
Biggs, S. J. Brouwer Shoe Co., Mil- 
waukee, Wis.; Third Prize $10.00-- 
C. R. Smock, Bob’s Bootery, Lindsay, 
Calif.; Fourth Prize $10.00—Russell 
L. Colwell, Rosenberg’s, Santa Rosa, 
Calif.; Fifth Prize $10.00—Mrs. Ione 
Roberts, Lowenstein’s, Memphis, Tenn. 
Sixth Prize $10.00—Joseph Carafiol, 
Famous-Barr Co., St. Louis, Mo.; 
Seventh Prize $10.00—Lewis Switzer, 
Lowenhaupt’s, Enid, Okla. 

The awards were made for the best 
letters on the subject “How Retail 
Shoe Salespeople Can Help to Get 
More Shoes Sold Right in 1938.” The 
judges were John Slater of J. & J. 
Slater, New York; L. E. Langston, 
executive vice-president, N.S.R.A.; and 
William Pidgeon, shoe merchant, Roch- 
ester, N. Y. The following contestants 
were given honorable mention: 

Samuel A. Faren, Wise Shoe Co., 
Cincinnati, O.; Charles H. Daniels, 
Sautter’s Sons, Utica, N. Y.; Joe 
Rosenbaum, Lustig’s, Youngstown, O.; 
Frank Salvatore, Miller Jones Co., 
Marion, Ind.; Victor J. Marks, R. L. 
Marks Shoe Store, Danville, Pa.; W. 
Harry Grice, Brock Shoe Store, Hamil- 
ton, Ontario; Frank Comp, Brown’s 
Shoe Store, Fostoria, O.; U. W. Frank- 
lin, R. Weilie & Sons, Paducah, Ky.; 
Jules Schochet, A. S. Beck Shoe Store, 
Plainfield, N. J.; Fred Rolle, Jr., 
Rolle’s Shoes, Brooklyn, N. Y.; H. E. 
Smith, Smith’s Shoe Store, Parsons, 
Kansas; Marvin W. Byers, Thom Mc- 
An Store, Wichita Falls, Tex.; William 
Idt, Ruter’s Fashion Store, Kearney, 
Neb.; Harry Oppenheimer, Ivan’s Shoe 
Store, Riverhead, N. Y.; J. Francis 
Lawler, S. Pagel & Son, Norristown, 
Pa.; Charles Harris, Saks Fifth Ave., 
New York City; George K. Murphy, 
Miller Jones Co., Lebanon, Indiana; 
Charles Hills, B. J. Boynton’s, Bur- 
lington, Vt.; D. Kazansky, Karl’s Shoe 
Store, Watsonville, Calif.; Walter 
Adolph, Vanity Boot Shop, Montgom- 
ery, Ala.; S. Lindenbaum, Davidson 
Bros. Co., Sioux City, Ia.; J. P. Mil- 
burn, Volk Bros., Dallas, Texas; Guy 
A. Burkhead, Rubinstein’s, Spring- 
field, Mo,; Miss Elsye Cohan, Edouard, 
New York City; Alner D. Ryan, No- 
bil’s Shoe Store, Defiance, Ohio; James 
C. Shell, Coburn Shoe Company, Kin- 
ston, N. C.; E. P. Farswell, Albritton’s 
Shoe Store, Wichita Falls, Texas; Wal- 
ter Dowd, Father & Son Shoe Store, 
Astoria, L. I.; Miss Ethel H. Kinnier, 
Health Spot Shoe Shop, Norfolk, Va.; 


A. E. Hieshetter, Brothers’ Shoe Store, 
San Diego, Calif.; Norman Hine, 
Kramer’s Shoes, New Rochelle, N. Y.; 
Joseph E. Spektor, Childforme Shoe 
Co., Brooklyn, N. Y.; Sarah Davis, 
Jackson Shoe Store, Aliquippa, Pa.; 
Sam Oberman, Famous & Barr Co., 
St. Louis, Mo.; Maude Page, Walk- 
Over Boot Shop, Jackson, Mich.; Lee 
R. Harrold, Rhodes Department Store, 
Seattle, Wash.; Rudell Apple, Wooley’s 
Shoe Store, Lebanon, Ind.; Buster 
Maxie Duty, Frank Potter Shoe Store, 
Paragould, Ark.; Ernest Kendall, S. 
J. Brouwer Shoe Co., Wilwaukee, Wis. ; 
Sidney Michelovitz, A. Garfinkel’s Shoe 
Store, Cleveland, Ohio; W. A. Skinner, 
J. C. Penney Co., Columbia, S. C.; 
Claude A. Derr, Dr. Hiss Foot Clinic, 
Los Angeles, Calif.; Robert A. Trae- 
ger, Modern Shoe Store, Wausau, Wis. ; 
John G. Schlaffer, C. W. Flower Dry 
Goods Co., Sedalia, Mo.; John P. 
Schmid, Robert Cherry’s Sons, Ger- 
mantown, Pa.; J. A. Rottner, Thom 
McAn, Springfield, Mass.; Harry E. 
Jacobsson, Stetson Shoe Shop, Seattle, 
Wash.; Edwin A. Smith, Hubert’s Shoe 
Co., Butte, Mont.; Mrs. Ruth Foor, 
Scott Bryant’s Shoe Store, Findlay, 
Ohio; George Boers, North Shore 
Bootery, Evanston, IIl.; Robert How- 
arth, Walter’s Shoe Co., Columbus, 0.; 
Mary Katherine Merchant, Herman’s, 
Pueblo, Colo.; T. E. Jerles, Jos. N. 
Neel Co., Macon, Georgia; Oscar J. 
Coren, Triangle Shoe Store, Mt. Car- 
mel, Pa.; J. B. Walker, Jr., B. C. Moore 
& Sons, Greensboro, N. C.; Stanley R. 
Treby, National Shoe Store, Bayshore, 
L. I.; Charles A. Nagel, Ames & 
Brownley, Inc., Norfolk, Va.; M. H. 
Simpson, J. Goldsmith & Son Co., 
Memphis, Tenn.; Louis Arnold, J. W. 
Robinson Co., Los Angeles, Calif.; 
Richard A. Barnes, Natural Tred 
Shoes, Inc., Mt. Vernon, N. Y.; Irving 
Levey, A. S. Beck Shoe Store, New 
York City; C. A. Boakwalter, Ed Wren 
Shoe Store, Springfield, O.; William 
F. Rook, Shirley Shoe Store, Canton, 
0.; E. J. Fanning, E. J. Fanning Shoe 
Store, Oak Park, IIl.; A. S. Gilbertson, 
McCartney & Gilbertson,’ Belvidere, 
Ill.; L. W. Harris, Harris Shoe Store, 
Ovid, N. Y.; Charles Carselowey, 
Carselowey Shoe Store, Miami, Okla.; 
B. E. House, K. Wolen’s, Tyler, Texas; 
Guy W. Daniels, Sackett’s Shoe Store, 
Potsdam, N. Y.; Harry C. Berman, 
Albert Hyman Store, Far Rockaway, 
L. I.; Lord D. Clarke, Perra Shoe Co., 
Great Falls, Montana; Harriet L. 
Paul, Goodman’s Shoe Store, Bemidji, 
Minn.; John S. Barnocky, Allen’s Boot 
Shop, Trenton, N. J.; Jerry Gould, 
M. Blum & Co., San Jose, Calif.; 
Jerome H. Spannbauer, Holzheimer- 
Shaul, Amsterdam, New York; Charles 
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A. Weigler, Breifer’s Shoe Store, New 
York City; M. C. Larson, Leader, Inc., 
Minneapolis, Minn.; Edward Mamul- 
ski, The Union Store, Easthampton, 
Mass. 


Make Summer Holidays 
Speed Shoe Sales 


[CONTINUED FROM PAGE 27] 


point than Decoration Day, because it 
is observed nationally, because more 
people celebrate it and because it 
marks the beginning of the warm 
weather and vacation period through- 
out the northern section of the country. 

There is another reason, too, why 
Fourth of July is an important date on 
the shoe man’s calendar, and especially 
this year. Most shoe stores strive to 
hold off clearance sales on Summer 
shoes until this holiday is over, but 
after the Fourth there’s usually a lot 
of them, with the result that every 
shoe store is more or less affected by 
clearance competition. Therefore the 
week or ten days just preceding Fourth 
of July is the last chance the shoe man 
has to launch a real promotion on Sum- 
mer footwear without having this sale 
competition to contend with. Of course, 
there will be clearances, even before 
the Fourth, but the big parade usually 
starts immediately afterward, and the 
holiday provides something to talk 
about other than price at a time when 
price would otherwise be very much in 
the forefront. 

So the wise shoe merchant, we be- 
lieve, will make a genuine effort this 
year to cash in on Fourth of July and 
all that it stands for and will employ 
his ingenuity to the utmost in planning 
interesting ads and appropriate win- 
dows, as well as displays of merchan- 
dise within the store. Use of the na- 
tional colors for a background, with 
such things as firecrackers, rockets, 
etc., instantly suggest themselves as 
ideas for colorful windows and interior 
displays. This year shoes themselves, 
particularly the great variety of Sum- 
mer play shoes on the market, are in 
themselves colorful enough to give 
added animation to the picture. 

Father’s Day this year came in for 
more expensive promotion than ever be- 
fore in New York at least, with all 
sorts of stores advertising all sorts of 
merchandise appropriate for gifts to 
men. The shoe stores and department 
stores selling men’s shoes were no ex- 
ceptions. Outstanding among these pro- 
motions was a men’s slipper window 
by Gimbel’s which proved very effective 
and demonstrated the fact that there is 
no closed season on slippers. More and 
more, enterprising and alert shoe re- 
tailers are coming to recognize the fact 
that slippers can be merchandised and 
promoted 12 months in the year, and 
Father’s Day is an appropriate oppor- 
tunity to bring them to the attention 
of the public. 

Promotions of Summer novelty foot- 
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Teeth for Trade Commission 


WASHINGTON—The Federal Trade 
Commission’s new and rigid enforce- 
ment machinery became law on May 
21 when the Wheeler-Lea bill, revising 
the FTC Act for the first time in 14 
years, became effective. 

Hereafter, if appeals are not taken 
to the U. S. Circuit Court to protest 
against the Commission’s cease and 
desist orders, they become final after 
60 days. Also, on May 21, all of the 
FTC’s cease and desist orders issued 
since 1915, except those on which pro- 
ceedings are in progress, became final. 
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Full Program Planned for Charlotte Show 








Committee Plans Varied Entertainment Program for Visiting 
Shoe Men at Charlotte Shoe Fair to Be Held July 10-12 


CHARLOTTE, N. C.—With nearly 100 
exhibitors and an attendance of more 
than a thousand shoe men expected 
at the Charlotte Shoe Fair to be held 
in the Hotel Charlotte, Charlotte, N. C., 
on July 10, 11 and 12, the arrange- 
ments committee has completed plans 
for a full round of entertainment dur- 
ing the three-day event. 

On Sunday, July 10, the opening day 
of the show, a golf tournament will 
be held with prizes awarded to the 
best scores. In the evening, a concert 
program will'be given at the Municipal 
Stadium at which the public will be 
invited along with the visiting shoe 
men. 

Monday will be devoted to business 
and to the inspection of lines. In the 
evening, a style show will be held in 
the Grand Ballroom of the Hotel Char- 
lotte with models selected from the 
prettiest girls in the locality. This will 
be followed by a floor show and a 
banquet. 





On Tuesday evening, the concluding 
day of the show, a dance will be held 
at the Charlotte Armory. 

The response to early publicity on 
the show has been excellent and shoe 
men from all over the South have 
signified their intention to attend this 
show. More than 60 firms have signed 
up for display space at this time and 
it is expected that the final count will 
see about 100 exhibitors with displays 
at the show. 

Members of the committee who are 
arranging for the entertainment of 
visiting shoe men are: R. C. Marks, 
manager of the Nisley Shoe Company, 
chairman; Cecil Smith, manager of 


“thé Baker Shoe Store; Louis Bruno, of 


Pollock’s Cinderella Shoe Shop, and 
Jack Baer, of the Darling Shoe Shop. 
The Charlotte Chamber of Commerce, 
through C. O. Kuester, is cooperating 
to its fullest extent to make this show 
a successful and outstanding affair. 









Hence, on that date the FTC found 
itself in the new Apex Building ad- 
ministering a revised law with new 
enforcement teeth and power to put 
the consumer on a par with an injured 
competitor in affording protection 
against deceptive and unfair practices. 

Its loose enforcement machinery has 
been the bane of the Commission’s 
life for years and it has complained 
repeatedly in annual reports to Con- 
gress that a respondent firm against 
which an order has been issued could 
be defended at an FTC hearing, mean- 
while continuing the unfair practices; 
that a firm could decline to adhere to 
the FTC order, or after a court order 
was obtained against the company, it 
could follow the same course pursued 
by hundreds—appeal to the Supreme 
Court. 

That course can still be foilowed, 
but action has to be started within the 
60-day period. After that, if the FTC 
believes its order is being violated, the 
Attorney General is notified and can 
ask innovation of civil and criminal 
penalties in a U. S. District Court. 

For each violation of a Commission 
order after becoming final, the recalci- 
trant firm can be fined up to $5,000. 





Backstage Washington 


[CONTINUED FROM PAGE 28] 


evangelical Montana philosopher, add- 
ed: “The increase of $5,000,000,000 
incurred during the Hoover adminis- 
tration was almost exclusively devoted 
to the boiling-out of racketeering se- 
curities bankers.” 


Style Highlights from Boston 
[CONTINUED FROM PAGE 41] 


One line showed the masculine influ- 
ence in a barge oxford for girls and 
women. This, along with several moc- 
casin treatments, is expected to go 
well on campuses. The same group is 
also showing a crepe wedge heel and 
platform sole treatment. In this group 
the built-up leather heel is a strony 
favorite. 

Open toes for immediate consump- 
tion are shown, but the vast majority 
of orders were for closed toe models. 
Most orders placed were in the Florida 
resort area. A continued interest in 
them for evening, however, was evi- 
denced. 

Suede was, as usual, the leading 
material with greater interest in calf 
than in several previous seasons. Many 
of the better lines reported at least 40 
per cent of their sales in calfskins. 
Reptiles also had considerable activity. 
Fabrics are expected to be a later de- 
velopment. 

Black was the leading color and sold 
particularly well with some slight trim- 
ming treatment in a contrast color. 
Brown was second with particular 
emphasis on the russet and reddish 
tones. Several shoe men, however, pre- 
dict a Fall swing to the regulation 
dark brown. Novelty colors which are 
expected to gain momentum when pro- 
motions begin were the wines and 
plums, known variously as Chateau 
Wine and Porto Plum. Havana brown 
appears another good promotion color 
for tie-in with accessories. 
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Wisconsin Shoe Men Hold Convention 


Retailers Discuss Topics of Trade Interest at Annual Meeting 
of State Association at Plankinton Hotel, Milwaukee 


MILWAUKEE—Qualities which go to 
make a salesman were discussed by 
Prof. Richard W. Husband, department 
of psychology, University of Wisconsin, 
the principal speaker on the opening 
program Monday afternoon of the 
twenty-fifth annual convention of the 
Wisconsin Shoe Retailers’ Association 
meeting June 12, 18 and 14 at the 
Plankinton Hotel here. 

Prof. Husband declared a good sales- 
man should be an extrovert, as opposed 
to an introvert; that he should possess 
social qualities, enthusiasm, confidence, 
aggressiveness, initiative, perseverance, 
courtesy and tact. 

In response to the question, How 
bright should a salesman be? Prof. 
Husband declared that a person who 
has mastered a grade school education 
is satisfactory, stressing the fact that 
personality counts more than intellec- 
tual ability in making a good salesman. 

Three general things to be taught 
in training salesmen, as outlined by 
Prof. Husband, include a knowledge of 
the goods, knowledge of sales mechanics 
and the ability to handle customers. 

“The more a salesman knows about 
his business, the more confidence the 
customer is going to have in him,” 
Prof. Husband said. “Before clerks are 
turned loose on the floor to wait on 
customers, they should be very well 
trained.” 

Prof. Husband suggested that inas- 
much as people generally are prone to 
regard carefully that aspect of dress in 
which they are interested, -shoe sales- 
men should pay particular attention to 
the appearance of their shoes, pointing 
out; that it may not be amiss to make 
it a store policy to have all clerks shine 
their shoes each morning before the 
store opens. 

In discussing successful selling rules, 
Prof. Husband declared that a sales- 
man should have a thorough knowledge 
of his goods, have confidence and en- 
thusiasm in these goods and work in 
proportion to the size of the sale. 

“When a customer comes into your 
store greet him. Never ignore a cus- 
tomer,” Prof. Husband said. “Even 
though you are busy, take a second’s 
time to tell him that you will be with 
him shortly. Take pains to remember 
the names of your customers and greet 
them thusly. Such treatment flatters 
the ego of the individual. 

“Before starting to deal with a cus- 
tomer, size him up as to his probable 
personality and be guided accordingly 
in your sales approach. Don’t confuse 
a customer with too many possibilities. 
Decide by leading questions to deter- 
mine what you believe he wants and 
then narrow him down, driving home 
your selling arguments toward the shoe 
to which he appears particularly drawn. 


“My suggestion would be that you do 
not bring out more than three pairs of 
shoes for a selection. If you do have 
to show the customer more, put aside 
and out of his sight the discarded ones, 
since they will only help to confuse. 

“Be careful not to insult the shoes 
the customer is wearing when he comes 
into your store. If it is necessary to 
criticize the fit, do so diplomatically. If 
you can praise the pair he is wearing, 
that’s fine.” 

In closing, Prof. Husband warned his 
listeners to beware of the law of minor 
concessions, using as an example the 
automobile dealer who lost the sale of 
a $2,000 motor car because he refused 
to throw in a 50 cent tire cover which 
the prospective purchaser requested. 

In the absence of Milton Boucher, 
Manitowoc, secretary-treasurer, his re- 
port was read by Ray Morden, Mil- 
waukee. The session concluded with the 
appointment of committee members by 
President Sid Weber, Janesville, as fol- 
lows: Resolutions, M. Fitzsimmons, 
Fond du Lac, chairman; S. J. Brouwer, 
Milwaukee, and Joseph I. Hyland, 
Madison; nominating, C. M. Roussey, 
John Geisinge’, both of Milwaukee, and 
J. K. Peterson, Madison. 

Sunday, shoe retailers inspected the 
sample rooms with approximately 50 
different manufacturers showing, ac- 
cording to Fred E. Schmidt, secretary 
of the Wisconsin Shoe Travelers’ Asso- 
ciation. A buffet luncheon with enter- 
tainment for retailers, travelers and 
guests was tendered Sunday evening 
with the compliments of the association. 

The annual banquet was held Mon- 
day evening in the Sky Room of the 
Plankinton Hotel with over 200 in at- 
tendance. Howard T. Ott, Milwaukee, 
exalted ruler, B.P.O.E., was the toast- 
master and speaker of the evening. 
Registration at the convention exceeded 
that of last year with some 200 reg- 
istered. 

Clarence Newall, Waukesha, was 
elected president of the Wisconsin Shoe 
Retailers Association at the closing 
session. Jack F. Wetzel, Milwaukee, was 
named vice-president; William F. 
Wuerl, Milwaukee, secretary-treasurer. 
Directors elected are Ray Morden, Mil- 
waukee; J. K. Peterson, Madison; M. 
Fitzsimmons, Fond du Lac. 

Dr. Clifford I. Groff, Milwaukee, in 
discussing “As a Doctor Sees Feet,” 
urged dealers to educate people to 
wearing the proper types of shoes for 
the proper occasions. Declaring that 
the mechanical differences found in men 
and children’s feet are usually not the 
same as those found in women’s feet, 
Dr. Groff stated that the former’s 
troubles usually affect the back portion 
of the foot and the latter’s the front 
portion. In closing, Dr. Groff urged a- 
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closer cooperation between the shoe 
dealer and the foot doctor. Resolutions 
adopted by the association included one 
urging that dealers delay until as late 
as possible in July or the first part of 
August their clearance sales on white 
shoes. Another thanked the Boor AND 
SHOE RECORDER and Barney Bowen for 
their part in helping to make the con- 
vention a success. Before adjourning, 
W. J. Muckle, Milwaukee, was honored 
with an honorary membership in the 
association. Discussion at the conclud- 
ing session indicated that the retailers 
generally believed that the hardest part 
of the year has been passed and that 
Fall business will exceed that done in 
Spring. At the same time they ex- 
pressed themselves as buying cautious- 
ly, for the most part, and more often. 


Labor Contract Adjusted 


SOMERSWORTH, N. H.—Following a 
meeting with 400 members of the 
Somersworth Shoe Workers’ Associa- 
tion addressed by George C. Clarke, 
formerly the Industrial Commissioner 
of the Marlboro Chamber of Commerce, 
who has recently accepted a similar 
position in this community, adjust- 
ments in the contract, which has re- 
mained unaltered since its adoption in 
1934, were accepted unanimously. A 
difficult labor situation, whose chief 
characteristic was “lack of union dis- 
cipline,” according to Mr. Clarke, was 
cleared up and the Somersworth Shoe 
Company has decided to remain in 
Somersworth. Harry Stein and Michael 
Londer, principal owners of the busi- 
ness, had threatened to move to another 
New England city where lower wage 
rates were possible and cooperative 
conditions could be obtained. 

At Mr. Clarke’s suggestion the pro- 
prietors of the business were also in- 
vited to appear before the meeting to 
state their requirements personally, af- 
ter he had paved the way for a friendly 
discussion of the problem. The meeting 
voted unanimously to appoint a com- 
mittee of five to make definite recom- 
mendations. This committee met on 
the following day and drew up by-law 
“interpretations” providing for (a) 
the right to discharge for insubordina- 
tion, incompetence or undue waste, 
(b) reasonable overtime to overcome 
handicaps of distance from market and 
supply, (c) no stoppages of work, and 
(d) an immediate reduction in wages 
averaging 5 per cent, but not applica- 
ble to weekly earnings of less than 
$16.00. The shop operates on a forty- 
eight-hour basis. The recommenda- 
tions, pertaining to discipline and co- 
operation, were unanimously approved. 

Mr. Clarke produced piece rate fig- 
ures from a number of competing com- 
munities on the same grade of shoes 
including cities with national unions, 
towns and cities with local, indepen- 
dent unions and shops with “company” 
unions asa basis of comparison. The 
crew voted 2 to 1 to grant the price 
adjustment requested by the firm. 








Gay flower design in bright blue 
and pale pink on white background. 
Harmonizing ticket in blue and 
white. 


Qnife 
Nuoves | 


CARD HOLDERS 


Two styles available: Natural 
wood finish as __ illustrated 

















above; or oval base-burnished 
gold—three color trim. These 
modernistie holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes. 


women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 
WITHOUT STORE NAME: 6 dozen, $1.10—i2 dozen, $2.00 


WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup Polly Clips 


for Price Tickets For Price Tickets—Adjustable 


—Tilt at any angle. 


Ya gross 
NR 6 ECS ee hee g Ss 








Recorder Stock Record ; : 


: f tom. Cyclone cl 
Natural View or shoe cartons. Cyclone clips eanbuaie 


included. 





SHOE HOLDER 
Wiad: Resi sae 


Polly Shoe Holder 
hy 
To display arch, branded, and 


\ . 
hae fibre-sole shoes. Always re- 
Pour Snoe mains in upright position. 











secceesed 
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FEATURE POINTERS 
precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (ned or blank) .... $2.00 














(Cross out 


6 dozen (printed or blank) .... 1.10 
| dozen (printed or blank) .... 0.25 





SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


’s Shoes and Women’s Hosiery. 
NTED TICKETS @ 35¢ per fifty, in following 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


STORE NAM 6 SSS 


PBR —EPDh\» }»>_»L_]_|~“""__=— 
STATE 


WHE>SE\_====___ 


We sell Men’s, Women’s, Children 
lines not carried.) We wish IMPRI 


quantities and denominations: 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 





for 


each month’s service deliv- 


SERVICE | MONTHLY Hotpers | wWERNK, 


Checks 
subscribers 


must be drawn on VU. S&S. 





No. |! $5.00 6 100 





per year, payable 
additional 


- per month. For 


No. 2 4.00 4 100 





foreign 


Ne. 3 3.00 


we agree to pay $1.00 


month 





No. 4 2.25 























FOR ANNUAL SHOW CARD SERVICE 


For this service we will pay 
cash in advance, full year’s 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 
card holders 


service, 5% discounts. 
from 


der, 
per 








MERCHANTS SERVICE DEPARTMENT 


pO 5 Cae Os Oh Op 6 ee | 


) 
| “~ > f 
aa ae Teed | Wc 
| /Macl (o1por Now! 209 S:STATE ST’ CHICAGO-ILL 


oe 


Yrrrttlld 























. card hold- 


ers (with the first month’s 


--» consisting 
SOPVICE). © ccaccese 





... blank tickets each 


for Card Service No. 
month, OR ....... 





per fifty, additional. 





Please enter our order for the 
Recorder “Selling Messages,” 
beginning with June, 
~ continuing monthly for one 
PRINTED TICKETS, at 35¢ 


“2; Beige board. “J”: White board. “U”: White board. “K”: White board. 
Design in orange Design in two shades Design in sea green | Design in blue and 
and green. of green. and burnt orange. yellow. 


SIZE: 114" x 234”—Prices on opposite page. 


year, 
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Leased m» Wanitbei 








SALESMAN WANTED 


BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 








Experienced Shoe Salesmen 


To carry as side line on commission basis (entire 
southern territory open); children’s and men’s high 
grade soft sole slippers retailing $1.00 to $3.00; 
also complete line of women’s lounging Compo 
slippers $2.00 to $3.50 retailers. In replying. give 
references and territory you are now covering. 


Address 839, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











HICAGO and NORTHERN ILLINOIS 

OPEN Fast Styled line of popular priced 
Women’s Novelty Footwear for a salesman with 
proven ability and established trade. This In- 
Stock line is well established and offers a. real 
opportunity to the man who is interested in 
making money. State road selling experience 
ond age in first letter. Address Box 2826, care 
Boot & Shoe Recorder, 209 South State St., 
Chicago, Ill. 





EN’S Shoe Salesman — Outstanding  in- 
stock line dress shoes to retail $3; 100 
styles; must be experienced with following ; 
commission basis only; no objection to carrying 
non-conflicting line. Territories open—Western 
Penna. and Ohio; Eastern Penna.; Maryland 
and West Virginia; Virginia and Carolinas. 
Write giving full particulars Box £838, Boot & 
Shoe Recorder, 239 W. 39th St., New York 
City. 
XPERIENCED Hosiery Salesman with fol- 
lowing amongst department, Specialty and 
Shoe Stores to carry complete line of Ladies’ 
Full Fashioned Silk Hosiery—Guaranteed Not 
To Run. Commission. Address 837, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








OLLYWOOD Styled low, cuban heel, woven 

Shoes and Mules retailing $2.00 to $3.00, 
open for experienced sideline salesmen, Denver 
west and Southwest. Give full particulars in 
first letter. Stylebilt, 1630 South Los Angeles 
St.. Los Angeles, Calif. 


SALESMEN wanted: Central, Southern and 
Western States for factory line of in-stock 
men’s shoes to retail from $5 to $6.50. Only 
fifteen styles. Can be had as side line. Ad- 
dress F-799, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 








F ULL OR PART TIME, big commissions. 

Expanding market for proves patented ap- 
liance. Sells easily to tailers, Repairmen, 
inders. State references and experience. 
Consumers Supply Co., 27 Warren St., N.Y.C. 





HELP WANTED 


SHOE | store manager wanted, must have cash 
security, excellent opportunity for the right 
man. Address 835, care Boot & Shoe ne 
239 West 39th Street, New York, N. 








ture of women’s novelty shoes. 


—For further particulars, address 





PACIFIC COAST 


Remarkable Opportanity 
For Men’s Shoe Manufacturer 


—Out on the Pacific Coast great strides are being made in the manufac- 


—A leading women’s shoe manufacturer is desirous of working with a 
men’s shoe manufacturer to produce and promote unusual styles in men’s 
footwear—national market assured. 

—Ample manufacturing facilities are available in Los Angeles area, and 
many new style ideas are ready for immediate development. 

—Women’s shoe end is flourishing and expansion is already taking place. 
—Moderate amount of capital, under your own control, will be necessary. 


A.B.C. c/o BOOT AND SHOE RECORDER 
239 West 39th Street, New York City 


























FOR SALE FOR SALE 
OR SALE—Shoe Store. Well known brands. $ 8 will purchase progressive Brooklyn 
Town Six Thousand. D. H. Teeple, Port- family shoe store. Yearly increases 


lend, Indiana. 





OR SALE—Electric Cash Register for Shoe 

department. Value Six Hundred Dollars. 
Sell cheap if taken at once. 111 East Main, 
Streator, Ill. 


for past 7 years. Popular priced shoes. $75.00 
rental. Good lease. Address Box F-825, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York City. 





FOR SALE—Prosperous shoe jobbing house 

in a growing city. Address 834, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





MERCHANTS’ NEEDS 











STOP 35% MORE TRAFFIC 


More Styles In Window 
Without Crowding 
we — at all 

Stand car Shik 
with eg taviible > 
Shoe Balancer 
$2.50 Per Doz. Pairs 


PAT. PEND. 


GOODHUE & CO. 
18 DYSART ST., QUINCY, MASS. 


FOR LEASE 


SHOES Space in Department Store. Nebraska 
(The White Spot) County seat College town 
of 2500 population. Low rental. Prosperous 
farming community. Complete new stock re- 
quired. Address 836, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 




















Frederick A. Smith 


MILLERTON, N. Y.—Frederick A. 
Smith, owner of Smith’s Shoe Store, 
here, died suddenly at his store on 
June 4. Mr. Smith was 68 years of 
age and had been in the retail shoe 
business in Millerton for the past 44 
years. The business will be carried 
on by his son, Frederick L. Smith. 




























mum charge, 7 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
(Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@64 
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Make Summer Holidays 
Speed Shoe Sales 


[CONTINUED FROM PAGE 43] 


wear in great variety and in all grades 
goes on apace and last Sunday Bonwit 
Teller featured “Summer Screens,” de- 
scribed as “a new cool starched mesh 
shoe series.” Two styles were illus- 
trated, priced at $13.75. “You can see 
right through these shoes,” said the 
advertisement. ‘You can scarcely feel 
them on your feet. There’s no toe at 
all. Yet these two phantom shoes are 
our salon’s most important development 
for Summer. They’re like a breeze on 
your feet. Made of a starched mesh 
that will hold its contour like a close- 
woven fabric. Trimmed with shining 
highlights of patent leather. We have 
developed ‘Summer Screens’ in our 
aerial sandal. ‘Open Sesame,’ and in a 
splendid oxford. Navy, white or 
black.” 

Meanwhile Saks Fifth Avenue pre- 
sents “Padova Platforms for Summer” 
and says of them: “The new season’s 
version of our little revolutionaries that 
have changed the course of shoe styling. 
Beautiful, lilting buoyant shoes, deep 
soled and delicately arched. They take 
sizes off your foot and dwindle your 
ankle to fragile lines. Perfect for but- 
tercup meadows, a flagstone terrace or 
starlit roofs in town. Also Chicago and 
Beverly Hills.” 

I. Miller hails as one of their greatest 
successes “Zephyr III,” a perforated 
pattern said to be “light as a puff-ball, 
supple as butter.” The ad continues: 
“Zephyr III takes to Summer like a 
fawn to the fields. Absolutely devoid of 
fastenings, it moulds to the foot as 
though it were painted on ... and 
flatters it beyond your hopes... In 
charcoal, navy, Kashmir blue, yellow, 
white. Lowered heels in charcoal, navy, 
white, $14.75.” 

Thus style and the lightness and 
coolness that make for comfort in Sum- 
mer are made the themes of current ad- 
vertising, with retailers alert to every 
cpportunity to create an added interest 
in seasonable footwear. A few warm 
days last week gave a stimulus to Sum- 
mer selling, and more of them would 
contribute more than any other influ- 
ence right now to make Summer foot- 
wear advertising really click. 


New Shoe Store 
for Monticello 


MONTICELLO, ARK.—The Magness 
Store Store opened here recently. The 
building has been remodeled and the 
firm will handle a complete line of 
shoes. W. W. Magness will manage 
the store. He will be assisted by Mrs. 
Magness and by Leroy Lambert. Mr. 
oe has another store at Camden, 

rk, 


Taking the Chisel 
Out of Labor 


[CONTINUED FROM PAGE 22] 


truth were to be known our economic 
system is perilously near to disintegra- 
tion and collapse. To bamboozle labor 
and business now would be tragic. 
Even though we feel that there is 
still an “ethiopian in the kindling,” we 
accept this Wage and Hour Bill as the 
beginning of an appreciation by busi- 
ness men and politicians that there is 
now an imperative need for a sound, 
positive program for economic progress. 
We are so convinced, that we make 
the prediction that this piece of eco- 
nomic legislation, coming as it does at 
the adjournment of Congress and at 
the time of the dead low in business— 
the mid-Summer slump, etc., that it 
actually marks a significant week in 
American history for we can go no 
lower and must stage an up-turn. 


Labor Contracts Renewed 


ROCHESTER, N. Y.—Local officials of 
the United Shoe Workers of America, 
CIO affiliate, report the renewal on 
June 3 of labor contracts with four 
additional Rochester shoe manufactur- 
ing concerns. 

Conclusion of negotiations resulted 
in the renewal of a year’s contract 
with E. P. Reed & Co., Inc., affecting 
nine hundred employees. Lester H. 
Reed, president, and Guy E. Manley, 
executive vice-president, represented 
the company, while William Thornton, 
organizer for the United Shoe Work- 
ers, and Joseph Salatino, business 
agent, acted for the union. 

As in the contract signed earlier in 
the week with the C. P. Ford Co., Inc., 
the contract with E. P. Reed & Co. 
calls for a five-day, forty-hour week, 
with time and a half pay for overtime. 

Vice-President Manley sounded a 
note of optimism when confirming the 
signing of the contract in his state- 
ment that his firm finds business satis- 
factory considering general conditions. 

“We have had some reports of  in- 
creased business in the industry,” he 
commented, “and our orders have been 
holding up well and have included 
some new business. Signing of our 
labor contract was effected very satis- 
factorily and with entirely harmonious 
negotiations.” 

Renewal of the United Shoe Workers 
contract with the F. A. Kuhnert Shoe 
Corporation on the same basis also 
was reported. F. A. Kuhnert, president 
and treasurer, and Leslie A. Kuhnert, 
vice-president, represented the com- 
pany. About two hundred fifty 
employees are affected by the contract. 

William Thornton announced contin- 
uation of two contracts through auto- 
matic renewal clauses in former 
contracts, one with the Artisan Shoe 
Corporation and the other with the 
G. W. Chesbrough Company. 
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BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








MERCHANTS’ NEEDS 








The Complete Line oj 
SPATS AND 
SHOE ORNAMENTS 
including our 


Most Successful 
ZIPPER SPAT 


Manolis Manufacturing Co. 
4248 Ne. Crawford Ave., 
Chicago, II. 
Representatives Wanted 











WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity. Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 

















Opens Summer Sandal Shop 


New ORLEANS, LA.—Anticipating a 
tremendous demand for open-toe san- 
dals this Summer, Sam Emmett, shoe 
manager at the Krauss department 
store, New Orleans, opened a special 
sandal shop in the Krauss shoe de- 
partment where nothing save sandals 
are sold. 

A complete shop in itself, every 
conceivable color combination is avail- 
able in the more than 75 patterns 
stocked. Practically every pattern has 
open toes and the demand for this 
style has more than justified Mr. 
Emmett’s anticipations. 
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Large Turnout for 


Golf Tournament 


Boston, Mass.—Two hundred and 
ten merchants, manufacturers and 
members of the allied trades entered 
the annual golf tournament played 
over the course of the Wollaston Golf 
Club on the first day of the annual 
Boston Shoe Fair. This event, held 
under the auspices of the Boston Boot 
and Shoe Club, was the most success- 
ful of its kind held in years. 

A lengthy list of players shared in 
the spoils, the major awards going to: 

Leather Division—First gross, R. P. 
Parker, 78; second gross, Chick Con- 
nolly, 79; third gross, Al Mosser, 82. 
First net, R. F. Pitts, 85—67; second 
net, Herbert Somers, 92—68; third 
net, J. P. Keating, 91—70. 

Manufacturers’ Division — First 
gross, Al Bean, 80; second gross, Ken 
Corcoran, 80; third gross, Don Doyle, 
81. First net, Ralph Jennings, 91—63; 
second net, Jim McKay, 93—69; third 
net, J. E. Nolin, 95—71. 

Retail Division—First gross, Jack 
Daly, 80; second gross, Art Kimball, 
87; third gross, Henry Wischusen, 87. 
First net, Ed Presby, 91—62; second 
net, George MacDougall, 97—67; third 
net, Abe Fish, 93—69. 

Allied Division—First gross, Francis 
Shea, 76; second gross, Fred Ahern, 
80; third gross, Hal Booma, 80. First 
net, Louis Rautenberg, 94—66; second 
net, Emil Peterson, 98—68; third net, 
H. F. James, 92—68. 

Guest Division—First gross, Jim 
Hughes, 81. First net, J. Rodney Spen- 
low, 81—67. 





Furman Opens New 


Men’s Store 


DayYTONA BEACH, FLta.—Louis M. 
Furman of Brooklyn, N. Y., has pur- 
chased Levey’s Shoe Store at 112 North 
Beach Street and will operate under 
the name Beau Brummel, Inc. Men’s 
shoes only will be carried. 





Purchases Two Stores 


PITTSBURGH, PA.— Myron Wagner, 
formerly of Wagner Bros. Shoe Co., 
this city, has formed a partnership 
and has purchased two stores of the 
old company. Headquarters of the new 
business is at 4313 Butler Street, Pitts- 
burgh. 

The new company will carry a com- 
plete line of better grade shoes for the 
family. Both stores will be extensively 
remodeled and modernized. 





Reopens Footwear Division 


La Crosse, Wi1s.—La Crosse Rubber 
Mills Co., closed since the week of 
April 23, reopened its shoemaking de- 
partment June 15 with the same crew 
that was working at the time the mills 
closed. All departments, employing 
500 persons, will operate on a three- 
day week for the present. 
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BOOTS AND SHOES 


ALLEN EDMONDS, Belgium, Wis. ........... SAS a . 3rd Cover 
CLAPP, EDWIN, & SONS, INC., E. Shesesisibe, 3 (SNE a tay EAE SE) Same |) 
COLT-CROMWELL CO., INC., Stoughton, Mass. ........................... 39, 42 
CONNELL, J. M.. SHOE CO., S. Braintree, Mass. ........... ................ 42 
ENDICOTT JOHNSON CORP., Endicott, N. Y. .............:............... 2.3 
EVANS, L. B., SON CO., Wakefield, Mass. .................00 0000 cece ccc eeee 38 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo. ...... ...........0.. 0.000005, 10 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa...... bei Shad) ht 
GREAT EASTERN SHOE CO., Boston, Mass. ..... ....... 2.000000 ccc ccueuee 40) 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas ............................ 5 
LEIGHTON’S, FRED, New York City ............ iis 33 
MONDL MFG. CO., Oshkosh, Wis.. Np Ae a Seo waaay. 44 
MRS. DAY’S IDEAL BABY SHOE co. Sinan. Mase, ose Ss Pepe 38 
O’DONNELL SHOE CO., Humboldt, Tenn. ............................. mes 42 
OWENS SHOE CO., Salem, Mass. ........... ........... Sea ewion = 3B 
PEDICRAFT SHOES, Philadelphia, Pa. ..................0.00..000 0000000, 42 
SPERRY SHOE COMPANY, New Haven, Conn. ... ......................... 37 
UNITED STATES RUBBER PRODUCTS, INC., New York City....... Front Cover 
LEATHER AND OTHER MATERIALS 
OHIO LEATHER CO., Girard, Ohio ........ ........0.0. 00. ce eee 8 


TER, eas Meee Ta Bea aii is re A i 38 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis. ........... ..... 2nd Cover 
SLATTERY BROS. TANNING CO., Boston, Mass. .......................c05. 40 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
CAVALIER CORPORATION, Baltimore, Md. ..... .......................... 37 
COMPO SHOE MACHINERY CORP., Boston, Mass. ......................... 
DU PONT, E. I, DE NEMOURS & CO., INC., Arlington, N. J.......... age eka mF 
HERKIMER FIBRE, New York City ...........000..222.0000000000000 eat 


LITTLEWAY PROCESS CO., Boston, Mass. ........... 20... ccc ccc cee ee cues 
SECNAL CHEMICAL CO., Bostem, Mast. ......-.... 66. cece cece eee 40 
STEWART & POTTER COMPANY, Brooklyn, N. Y. ............ ........... 5 
UNITED SHOE MACHINERY CORP., Boston, Mass. ......................... 4, 6 


STORE EQUIPMENT AND ACCESSORIES 
48 
44 


GOODHUE & CO., Quincy, Mass. .... p eS ; 

I Mc aduic ss cocccwevcesceepectenebecss 
MANOLIS MFG. CO., Chicago, Tl]. ...................2...... WAS OLS ea 49 
MOHAWK CARPET MILLS, New York City ........... 2.0... c ccc eee eee 34 
REMINGTON RAND INC., Buffalo, N. Y. .............. ccc ce eece eee e eee ee ee 23 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City........ 2 49 
KIRSCH-BLACHER CO., INC., New York City . 4: : 49 
RUBIN, IRVIN, New York City ............... ae a) 


STEPHENSON LABORATORY, Boston, Mass... ... ss... 
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QUALITY FIRST QUALITY 
































































































5 
Komaroff’s 
, 
) EXCLUSIVE FOOTWEAR 
2 FOR WOMEN and CHILDREN 
, 609 SUTTER AVENUE 
‘ BROOKLYN, WN. Y. April 18, 1938 
‘ The Gilbert Shoe Co. 
or Thiensville, Wis. 
Y 
5 Gentlemen: 
33 
14 Just a few lines to praise you and let 
38 you know just how we feel in reference to 
delivery of shoes that we have been ge 
. the past two weeks. 
8 
2 It is unbelievable ho 
37 made shipments. As an examp We make them 
” night April 12th we sent yo slowly and carefully, but 
in code for about 60 pairs < we deliver them quickly 
and promptly. This, in 
addition to the outstand- 
specified for a certain day came ing selling points of Kali- 
8 and this is just one instance why "Kali-sten- sten-Iks, makes them a 
38 iks" Shoes have been so successful with us. Capital Asset for your 
7 store. It you want to 
40 Again let us emphasize to you that we os she; chant: 
appreciate your marvelous delivery of shoes. 3 oe 
Yours truly, 
37 
Pl + Wy, Komen 
1 
33 
26 
40 
2% 
4, 6 
Style No. 9141 
48 Tan Calf Imitation Moccasin Ox- 
“ ford 
814 to12.A, B, C, & D...... $2.70 
49 (7, 12%4to 3.A, B,C, & D...... 3.10 
34 $%4to 9. AAA, AA, A,B, & C 3.85 
23 No. 9184—Same in White Reverse 
Calf. 
e 
nm The Gilbert Shoe Co. 
49 
” THIENSVILLE WISCONSIN 
49 
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COMPLETE 


USNC 
EQUIPMENT 


By any of the following 
processes 


* 
LITTLEWAY AND UCO LOCKSTITCH 


CEMENT 
GOODYEAR WELT 


MCKAY SEWN 
* 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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You can’t get a shirt to 

fit if you specify collar 
size only — the sleeve 
length is equally im- 
portant. 


COUNTERS SHOULDN'T BE_ 
pulled uy " TO FIT. EITHER 


Spaulding Counters are never ‘‘pulled up’’ or 
pounded into position. They are made to fit in 
the first place...on precision steel lasts 
which are exact duplicates of the manufac- 
turers’ wooden lasts. If the shoes you sell are 
made on counters which are fitted accurately 
to the lasts, they look better as they come out 
of the box — fit better with no gapping at the 
sides — and wear better, too. Spaulding 
Counters are made that way. That is why they 


are contributing such a fatcor of fit and value 


SPAULDING COUNTERS 


fit the last exactly like this — 


inside and outside — heel-seat, 
quarter and shank. No resistance! 
No strain on-your customer's heell 


V 


to.so many leading lines of shoes. Manufac- 
turers using Spaulding Counters have at least 
four sizes of moulds to a size range — some 
who are more particular have six or more. Just 
compare this method and its results with 2 line 
of shoes in which only one or two moulds are 
supposed to do for the full size range. No 
counter can be made in one size that will fit 
every shoe properly — any more than a shoe 
or a shirtsleeve can be made which will fit 
every wearer properly. It will pay you to dis- 
cuss this with your manufacturer. 


ORDINARY COUNTERS 
meet the last only halfway—like 
this. They have to be pulled into 
place — meaning tension and 
strain on your customer’s heel! 
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The George F. Johnson Shoe For Men 








GENUINE CALF BAL 
OXFORDS 


Ankle-Fit Last 


8037—Men's Black Calfskin Bal 
Oxford, oak sole, steel shank, 
grain inner, rubber heel. Sizes 
Ae B02 8: $2.45 


8036—Same, except tan. 



























































































Every man served by your store : 
wants a high-grade shoe for Ankle-Fit Last 
“dress-up” wear outside of working 8029—Men's Black Calf Bal Ox- } 
: ord, oak sole, steel shank, 
hours. That puts them in the market rele tenes colton eal, "Site 
for a good-looking quality shoe— ANGO: BFA. wiciaenes: $2.45 
and our George F. Johnson line is 8028—Same, except tan. 
the answer. It enables you to sell A 
a better shoe that will save your Ankle-Fit Last Hs 
customers’ money through long 7863—Men's Black Calfskin Bal Bt 
wear and lasting good looks—and Oxford, oak sole, grain inner, 
j . : : steel shank, rubber heel. Sizes 
it gives you a bigger unit sale. Me Bb rises. ao $2.45 
; ayes N 
The solid man-appeal of this line Ankle-Fit Last x 
makes selling simple. From that 7852—Men's Black Calfskin Bal s 
j dina j -fj Oxford, oak sole, grain inner, : 
masculine standby the wing-tip steel shank, rubber heel. Sizes Si 





calf bal oxford—to the comfortable eS ee $2.45 


kangaroo blucher of genuine Good- 
year welt construction, the George 
F. Johnson group is styled for 
volume all year round! Every 
model is in stock for immediate 
action. Prime ‘your store NOW, for 
“better-end” business by speeding 
your order to any of the three great 
E-J warehouses AT ONCE. 














ENDICOTT JOHNSON 
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PACKED WITH 
MAN-APPEAL 


MADETO %#)5°9 $ 
RETAIL AT TO 


These QUALITY 
FEATURES mean 
business ! 


@ Ankle-fit combination 
lasts ; 
@ Steel Arch - supporting 





GENUINE CALF BAL 


Ankle-Fit Last 


8043—Men's Black Calfskin 
Bal, oak sole, steel shank, 8/8 


shanks 
@ Long wearing Oak- 
tanned leather soles 


leather heel, grain inner. Sizes 


Oe Oils... . sc sss $2.45 @ Shock absorbent Rub- 


ber Heels 
@ Ventilated Grain leather 


GENUINE KANGAROO— 
Insoles 


GOODYEAR WELT 


7818 — Men's easy - fitting 
comfortable Black Kangaroo 
Blucher, oak sole, grain inner, 
rubber heel, Goodyear welt 
construction. Sizes BCDE, 


GENUINE CALF 
BLUCHER OXFORD 


Ankle-Fit Last 


7857—Black Calf Blucher Ox- 
ford, steel shank, oak sole, . 
grain inner, rubber heel. Sizes 
Oren 6/14: 005... es $2.45 


FINE KID BLUCHER 
OXFORD 


Narrow Heel Last 


7947—Men's Black Kid Blu- 
cher Oxford, perforated tip, 
steel shank, oak sole, ‘grain 
inner, rubber heel, all leather. 
Sizes 8 wide, 5/12. ... .$2.60 


ENDICOTT, N. Y. NEW YORK CITY ST. LOUIS, MO. 
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Soon to be seen on fashions 
smart avenues — many versions of 
the platform shoe. Stewart & Potter 
again supplies its customers with 
authentic new lasts for these smartly 

designed examples of women’s 


modern footwear. 


STEWART & POTTER COMPANY 


BRANCH: UNITED LAST COMPANY 


372 CLASSON AVENUE, BROOKLYN, N. Y. 
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LOCKER SANDALS. Very popular for beach, pool, 
locker room and shower wear, for trailer, camp and 
leisure wear. Newport Style (shown at left), Men’s 
$1.30, Women’s $1.25. 


De SOTO. (Below) For informal dress or active 
sports. Cork-and-rubber sole—very flexible, light and 
comfortable. Excellent fitting last. Steel shank. Choice 
of blue, maroon, tan or white. Men’s $1.65. 


NU-FORM. (Below) For active sports. Made with 


correct arch supports of sponge rubber and ventilated 


Prices quoted are sub- 


Sta-Kleen insole. Crepe sole. Men’s $1.05. 


Because of the growing demand many keen mer- 
chandisers plan for a summer-long promotion of 
smart, practical, inexpensive vacation footwear. 
They are making vacation time extra profit time. 


BALL-BAND Footwear will help you get your 
share of this extra business. It meets every need 


of this new market. Three vacation models are 


ject to our regular dis- 
counts, and subject to 
change without notice. 


shown above. There are many more—all bearing 
the Red Ball trade-mark, the accepted buying 
guide for millions of footwear users throughout 
the land. Tie in with BALL-BAND quality and 
value; take advantage of BALL-BAND good will; 
make these summer sales—get this extra summer 
business. Order samples or write for complete 
information on these extra-profit items. 


BALL-BAND 


Mishawaka Rubber & Woolen Mfg. Co., Mishawaka, Indiana 





Just mention the name — point out a 
few of the selling points of this vege- 
table tannage — and you are on the way 
to an easy sale and a lifelong customer. 


Its beautiful hand-boarded grain immedi- 
ately catches the eye, making a handsome 
shoe with the minimum of decoration, as 
ilfustrated — or a perfect job of punch- 
ing and foxing. Its glove-like pliability 
is evident at the first fitting — and you 
can offer positive assurance that this 
glove-softness will still be there after re- 
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peated wetting and drying. Real comfort 
means repeat business and word-of-mouth 
advertising that brings new customers to 
you, on quality rather than price. 


You find that leading manufacturers de- 
sign and build their Gallun numbers with 
extra care and skill, as leaders in their 
respective price ranges. Watch for Nor- 
wegian Calf and the other Gallun vege- 
table-tanned leathers in making up your 
orders. A. F. Gallun & Sons Corporation, 
Milwaukee, Wisconsin. 





